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FOR LITERATURE AND PRICES WRITE TO: 


John Sterling Corporation 


RICHMOND, ILLINOIS 


See our catalog in Sweets Architectural & Light Construction files 
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The man who liked to break windows 


€ yer MAN was a real humanitarian. Yet he 


just loved to hear that crash, clatter, tinkle 
and clink! You know why? Because a broken 
pane of ordinary window glass gave him an ex- 
cuse to install PENNVERNON in its place. He wanted 
everyone to enjoy PENNVERNON’s smooth, un- 
marred finish, remarkable transparency and clear, 
true vision that make it more than just window 
glass. 

You can be a friend to everybody, too. All 


Paints - Glass +» Chemicals - Brushes - 


you have to do is order PENNVERNON for the 
window sash you make or buy. Your customers 
will certainly appreciate it. 

For “window glass at its best,” get in touch with 
your nearest Pittsburgh branch or distributor 
Pittsburgh Plate Glass Company, 632 Fort 


Duquesne Boulevard, Pittsburgh 22, Pennsylvania. 


PENNVERNON’* 


... not just window glass 


Plastics + Fiber Glass 


PITTSBURGH PLATE GLAGS COMmreAaAn y 


In Canada: Canadian Pittsburgh Industries Limited 
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GER-PAK-—THE SHORT WAY TO SAY SUPERIOR POLYET 


Take advantage of the big profit potential in 
versatile GER-PAK Film! Dozens of on-the-job 
construction uses and on-the-farm agricultural uses 
build your volume. Unmatched as a moisture-vapor 
barrier in sidewalls, under concrete slabs, in crawl 
spaces. Perfect, too, for mulching, silage, and 
plastic greenhouses. Suggest GER-PAK Film to 
your builder and farmer customers and watch it 
move! Order a supply today. 


CHOICE DISTRIBUTORSHIPS OPEN in some areas. 
Write for facts. 


NEW, COLORFUL ADVERTISING—Pre-sells in the 
most-read, most-influential architectural, builder 
and farm magazines. 


FREE SALES AlDS—Counter cards, swatch cards, 
displays, ad mats and other valuable aids available 
through distributors. 


LARGEST SELECTION OF WIDTHS—From 10 in. 
up to 40 ft. wide. 


CHOICE OF COLOR—NATURAL, opaque 
WHITE, sunlight and weather resistant BLACK. 


EASY-TO-HANDLE PACKAGING — Even Ske. 
40 ft. widths come conveniently pack- & 


FA 
aged in 10 ft. cartons. arr 
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Designed 


To Meet FHA 
Requirements 


a ag =n : a B Ve. 
GER-PAK Film as a mulch ields, lowers costs 


a 
inclement weather 
protection 





Under concrete 
slabs 


Virgin Polyethylene Film 
Gering Products, Inc., Kenilworth, N.J. 





Gering Products, Inc., Kenilworth, N.J. 


GER-PAK polyethylene film and Miracle Tape. 


Name. 


AL-2 


Please send me complete information and samples of 





Address 





City. 





My distributor is. 
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HYLENE FILM 


—CLIP AND MAIL NOW!------=------5 
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Two Trees and a Roof for Dimension Lumber 
Most novel shed design of the year will cover 35,000 feet 
of lumber in 48’x120’ area. 


Open-Type Sheds and Wrapped Outdoor Storage on Increase . 51 
“Umbrella” and ‘“‘tree’’ type sheds are popular, offering 
access from all sides. Many of these are simple ‘‘shelters’’ 
built for around $1 per square foot. 


Open Sheds Built for 90¢ a Square Foot 
Trio of 32'x146’ shelters are working well for Kansas City 
retail yard. Here are pictures and materials list. 


New Umbrella Shed for Farms 
Structure with stressed skin roof panels also might have 
use as lumberyard shelter. 


Polyethylene Covers Catch On 
Tight application of plastic film gives trouble-free protec- 
tion of lumber stored outdoors, dealers report. 


Important New Products Shown to Builders 
First report to the trade on significent new products at 1959 
Convention of National Association of Home Builders. 





What’s Coming.... 


Dealer credit and financ- 
ing plans will be fully de- 
scribed in your February 
16th issue of AL, including 
reports on small-business 
Government loans and on 
dealer collections. 

Also you'll see the first 
report on 1959 Home Im- 
provements Products Show 
and special interviews with 
western mills on unit-load 
shipments of lumber. 
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In The News... 


FROM HHFA TO ALUMINUM—Albert M. 
Cole, administrator of the Housing and 
Home Finance Agency since 1953, re- 
signed last month to become executive 
vice-president of Reynolds Metals Co. His 
job will be to develop the use of alu- 
minum in construction. 


NEW HOUSING BOSS—President Eisen- 
hower selected Federal Housing Admin- 
istration Commissioner Norman P. Mason 
to replace Albert Cole as head of the 
Housing and Home Financing Agency. 
The FHA is the largest agency under the 
HHFA. 


NEW FHA HEAD—Replacing Mason as 
FHA Commissioner is Julian Harris Zim- 
merman, who for the past 18 months 
has been General Counsel for HHFA. 
Zimmerman is a native of Wichita, Kans. 
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YOU SAVE MONEY...YOU SAVE TIME...WITH DEXALL 


A single nearby source keeps your low inventory requirements at 
peak efficiency. Place one order. . . save on freight costs! 


DESHLER PRODUCTS CO., Deshier, Ohio 
distributed by The Sherwin-Williams Co., Cleveland 
Acme Quality Paints, Inc., Detroit * John Lucas & Co., Inc., Philadelphia 
W. W. Lawrence & Co., Pittsburgh * The Martin-Senour Co., Chicago 
The Lowe Bros. Co., Dayton * Rogers Paint Products, Inc., Detroit 
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decorating needs 





SELF-SERVICE 
MERCHANDISER! 


This complete Dexall depart- 
ment requires only four square 
feet of floor space. Will build 
sales and profits ... fast ...in 
your store. Write now for details. 
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PERSONAL VIEWPOINT 





Women and Children First 


In recent years many a prime industry has reluctantly faced a 
disturbing fact: the final decision to buy is being dictated more 
and more by women and children, especially the teenagers. We say 
reluctantly, because business as a whole is still run by men and they 
do not relish this change in merchandising. 


Detroit, for example, resisted the idea for years and continued to 
talk about engines, suspensions and other machinery—to men. But 
the drift to the suburbs and the new role of women with their count- 
less daily errands changed all this. 


Now the sales pitch is multi-hued upholstery with metallic effects, 
automatic transmissions and power steering, brakes and windows— 
everything that women want in a new car. 


This industry is no different. We, too, still resist the thought 
that we must cater to women and teenagers for our sales success. 
We prefer to believe that men-—the contractor or the fellow who 
visits the yard for a gallon of paint—are our real customers. 
Frankly, this is simply male ego which has little basis in fact. 


In the past year I’ve talked to hundreds of prospects for new 
homes and remodeling. During this informal research, it has be- 
come very clear that a high percentage of the sales you finally get 
begins with the restless drive of women and teenagers for better 
living. 


Smarter builders became aware of this trend in marketing sev- 
eral years ago. They climbed aboard model homes promotions 
sponsored by womens’ magazines. They pushed Women’s Congress 
Homes; they stopped talking about the structure of the house and 
began writing their ad copy with a woman’s slant. Words like 
“decorator-styled,” and “most-wanted by women” lifted directly 
from fashion magazines, began appearing in the builders’ ad copy. 


This new role of women must now be shared by the confident, 
poised teenager. They rarely visit a model home but their constant 
carping for a home as big, as nice as Bill’s or Alice’s prods many 
a parent into action. They account for an impressive number of 
larger, second homes for many a family. 


The teenager has a strong influence on remodeling because so 
much entertaining today is done in the home. If old Dad can’t pop 
for a super new home, he becomes an easy target for a family or 
recreation room. It’s summed by the comment of one potential 
delinquent we talked to who said he didn’t want a “creepy looking 
pad.” We found that what he really wanted was a new exterior 
paint job and a brand-new roof. 


We plan to report to you further on these two marketing factors 
in future issues. With people marrying so young today, we hope to 
explore their thinking on home ownership. There are a few im- 
mediate suggestions in order. 


Women—A name change might be in order to include the word 
“Home” in the title. We know women buy assembled packages not 
materials, so model kitchens, bathrooms etc., should be assembled 
and displayed up front. A model home at or near the yard might be 
in order and made available to women’s groups. Cultivate women’s 
organizations and offer talks and films. Try direct mail and ads 
directed specifically to women; employ more women. Consider a 
“Women’s Only” night at the yard similar to the one we are now 
planing for a dealer. 


Teenagers—lIncrease all contacts you now have with local 
schools, farm youth groups and the like. Look into hiring a teenage 
bird dog to scout up leads, make friends. Rough up an ad for the 
local high school paper featuring a rec room you've done for the 
family of one of the students. Teenagers are always looking for 
money ... a part time Saturday boy in the store can be your 
entree into this weird teenage world. Incidentally, teenagers now 
spend yearly nearly $8 billion, almost identical to retail sales of 
lumber and building materials. 

Gordon J. Lawler 





SILENTEX: an exclusive natural texture that sells acoustical ceilings ! 





New Silentex is the best looking ceiling tile in the 
low-priced field. Its beautiful texture is brushed, 
not cut or impressed, to give a soft, pleasing effect. 
New %” Silentex is an acoustical tile, too. Twenty- 
five percent thicker than ordinary tiles, it absorbs 
up to 80% of all noise striking it. Ideal for child- 


ren’s rooms and noisy game rooms. 





New Silentex has tongue-and-groove edges, goes 





up easily with staples or Gold Bond Ceiling Tile Adhesive. Order new Silentex 
today. It’s the perfect tile for your growing acoustical-ceiling market. For complete 
information on Silentex and the full line of Gold Bond® Ceiling Tiles, write 


Dept. AL-29, National Gypsum Company, Buffalo 13, N. Y. 
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Gold Bond 


BUILDING PRODUCTS 


9 Sten anead of tomorrow 
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CONGRESS HAS GRABBED the ball on new housing legislation to the annoyance of 
builders and other pressure groups. The bills introduced reflect only 
partially proposals made last November by NAHB to key legislators. 

The shape of the final bill is still obscure and dependent on political 
and general business conditions. As reported in December, we anticipate 
a moderate bill with the stress on a well heeled FHA (See page 34). 


TAX ADJUSTMENTS FOR SMALL FIRMS were proposed in joint bills introduced in both 
the Senate and House shortly after this session began. Under these bills, 
you would get a tax cut on all earnings reinvested in your business. 

This relief would be offered not only to retailers, but to wholesalers 
and medium-sized manufacturers. 

Tax adjustment or credit deduction up to $30,000 or 20% of earnings, 
whichever is the smaller, for increases in investment in depreciable 
assets, inventory and accounts receivable are detailed in the bills. 
Nearly 60 national trade associations are backing this legislation. 


DECISION TO EXPAND THE CAP Program nation-wide has great importance to 
dealers in small and medium-sized towns (less than 20,000 population) 

in getting more FHA loans. There are just two clinkers: 1. It won't 
become operational until Congress increases FHA authorization. 2. It will 
be delayed until a representative from Washington visits each FHA office 
for orientation of staff people. 

The Certified Agency Program's great value lies in the flexibility it 
gives your local lenders to approve loans and make inspections. It puts 
handling of FHA loans squarely up to each community, reducing red tape 

and delays. 


RAPIDLY-IMPROVING BUSINESS is cutting down complaints received here on cut- 
throat pricing. Conditions are better, for example, at Los Angeles and 
Miami, always rough areas on prices. 

Price increases on lumber, plywood, hardware and other items are antici- 
pated or have taken place. If this situation continues against a back- 
drop of an excellent housing year, we anticipate a further easing of 
complaints on low pricing. 

Aluminum producers Alcoa and Kaiser, bucking the trend, are guaranteeing 
firm prices through the first half of 1959. 


AN IOWA BUILDER'S RIGHT to wire his own homes has been upheld in that state's 
Supreme Court. This significant verdict came after the Court denied the 
right of Mason City to require a licensed electrician on house jobs. 
Complying with code requirements was not an issue. 

The precedent here is so important that it is expected that this case 
might be carried to a still higher court. The plumbing industry, for 
example, is watching this case, knowing its implications on their closed 
and arbitrary trade. 


THE BATTLE FOR FRAME construction has reached a bitter climax at Lake Park, 
a West Palm Beach, Fla. suburb. A new ordinance bans the use of wood on 
outside walls of any new or repaired home. Bringing matters to a head 
was builder Elmer Hedrick, who wanted to erect component homes in the 
area, which he said could be erected with 60% less union labor costs. 
Test homes prior to the decision at Lake Park were built to demonstrate 
the efficiency of components. Approval came from FHA,VA and building 
officials at Palm Beach and West Palm Beach. The final decision could 
influence the future for both frame and components throughout Florida. 


WEYERHAEUSER TOOK A STEP FORWARD this month when they began delivery to dealers 
of their Giant Merchandising Blue Book divided into 12 sections covering 
all company products. Combining both catalog information and selling 
facts, this book will be kept up to date with a steady flow of new sheets. 
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Every Ford has 


SAFETY GLASS 


in every window 


LESS TO OWN... LESS TO RUN... 

















“Our Ford F-800 with 153 000 
hard miles is still going strong’ 


easy to drive, not too big and cumbersome. Yet, 
Fords have plenty of stuff to do the job and cut 
trip time. 


says L. E. Soult, Jr. 
Soult Wholesale Co. 
Clearfield, Pa. 


“Our Fords generally get better gas mileage than 
the other makes we run. They hold up longer, and 
we save on lower parts costs. And speaking of 
costs, I’ve priced all the truck makes. . . run many 
of them, and know from experience that Ford 
Heavies are the best all-round value. 





“Our new F-850 is a ‘bearcat’ epg: 
i “We like Ford’s Transmatic Drive, too! Our 
on the tough mountain r uns! F-800 tractor equipped with Transmatic takes the 


hills faster and uses less gas. Its built-in retarder 
‘We deliver lumber, doors, roofing, insulation and holds the truck back on downgrades, saves con- 
hardware. Our drivers like Ford trucks—they’re siderably on brake and tire wear.”’ 


Ge FORD WAkD for savings with 59 Ford Trucks ! 


"59 FORD PICKUP with large cab-wide box 
features all-steel construction for greater 
strength and durability. Smoothest ride 
of any half-tonner. 





Whatever your job... wherever you do it—you’ll 
find Ford Heavies and Extra Heavies are engi- 
neered and built to do it better! And the ’59 
improvements will give you even more benefits. 


Greater operating economy with new, 
faster rear axle ratios and wider choice of 
transmissions. 


More efficient parking brake of the internal 
expanding type has nearly 50% greater 
stopping and holding ability, requires less 
than half the operating effort needed for 
previously used type. 

Higher payloads and longer axle life with 
many new, higher-capacity front and rear 
axle options. 


Factory installed tractor package custom- 


fitted to Ford trucks for more dependable 
COS : LE and safer braking. 
Yes, the new ’59 Ford trucks are here to take 


L A ST L O NG FR TO O / you Ford-ward for savings, Ford-ward for modern 
s * 4 < 


style and stamina. See your Ford Dealer today! 
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take advantage of this high-powered merchandising for extra spring profits! 


you sell MORE when 


you show the glass 


LABEL people know! 


oT, tli/, (4 


Easier to cut! 28 out of 30 hardware and lumber dealers 
picked L-O‘F as easiest to cut. 





Easiest to merchandise! A book full of glass selling ideas, 
backed by hard-punching store and mailing pieces, 
professionally prepared for you to use. 


Easiest to sell! Wess resistance — more sales reminders. 
People know L:O-F and its reputation for highest quality. 
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Extra spring fix-up profits with L-O-F win- 
dow glass. Easiest to cut! Easiest to dis- 
play! Easiest to sell! 


Remind your customers that you stock L:O:F! It’s 
a golden chance to get the extra big glass sales and 
profits you ought to make! 

Just get that famous L:O’F glass label out of 
your basement or back room — to your selling 
floor. Remind customers with hard-hitting L‘O-F 
merchandising and selling helps. Then watch sales 
climb in your high profit window glass department! 

And they should! You start with America’s 
best known glass label — in clear sight on every 
sheet. Cuts easiest of all, avoids waste. And L-O-F 
is easier to store and to handle, thanks to the space- 
thrifty, exclusive new L‘O’F window glass box. 

All this plus terrific sales helps. Banners, mail- 
ing pieces, window and couuter displays, and 
ad mats. Everything you need. 

PLUS — this free book, to help you make the 
most out of your glass department. Stuffed, 
crammed with ideas and knowledge! Tear out 
the coupon — mail it in fast. Be set for the spring 
cleaning rush — backed by L:O'F! 


LIBBEY * OWENS * FORD 


a Great Name in Glaso 


Get your glass department on your 
selling floor! Send for free book that tells you how ! 


Dept 6529 
Libbey-Owens-Ford Glass Co. 
608 Madison Ave., Toledo 3, Ohio 


Please send me a copy of “For Greater Profits”. 


Name 





(please print) 


Street. 








City State 
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have 
you pait 
more 


for 
millwork 


lately 7 


... hot if you bought 


Gretlne 


Prices for Crestline Millwork 
have not gone up—in spite of 
a general rise around the coun- 
try. As a Crestline dealer you 
benefit from the unique Silcrest 
Price Protection Guarantee. 
This warranty protects you 
against price changes. This is 
another reason why it pays to 
bea Crestline dealer. Why don’t 
you sell the nationally-known 
uality line of Crestline win- 
ines and other millwork. 
FREE—The Crestline Price Protection 
Guarantee, Send for it today. 





The SILCREST COMPANY 
100 Thomas Street, Wausou, Wis. 
Western Ponderosa Pine 


Union pan 
Removable Double- i 
Window Units 
[oT Remavabie 


Casement 
Window Units Weatherstripped Door 
Frames, Combination 


Storms & Screens (with aluminum 
frame inserts), Louvered Doors & Shutters, Com- 
bination Aluminum Doors, Panel & Sash ‘Doors, 
and other allied products. 
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Formula for Success: 


“What America needs is a good 
dose of tough-mindedness,” says Lar- 
ry M. Johnson, president of the 
Hammond Lumber Co., Los Angeles 
and the Johnson-Cashway Lumber 
Co., Omaha, Nebr. 

Speaking before the Southern Cal- 
ifornia Retail Lumber Association 
conference, the Nebraska executive 
said that your real competitors are 
the drivers who stop for a coffee- 
break, the bookkeeper who does two 
hours’ work a day, the handler 
who takes two days to unload a car 
he could do in one day. 

Johnson told the Southern Cal- 
ifornia dealers that their return on 
investment should be 20% and never 
less than 10% after taxes. He cited 
General Electric with a 20% goal and 
J.C. Penney with 18.3% return. 

Not one to follow the “softie” at- 
titude about employes and _ costs, 
Johnson believes that the deplorable 
profit return among retail businesses 
today can be stepped up simply by 
tightening control on the every-day 
waste of manpower. 

Too many dealers let capital and 
fixed expenses get out of line. Lo- 
cation cost should not exceed 112% 
of sales and if buildings cost 3% 
“you're licked before you start!” 

Johnson takes his own medicine. 
Overhead at his yards must be under 
15% of sales at all times. 


“Get Tough” 


Larry W. Johnson 
“It takes a tough man to make 
a decent profit." 


“Many salesmen are simply give- 
away artists,” he told the lumber- 
men. “And it is the fault of man- 
agement that this is so,” he added. 

A yard with $192,000 investment 
must turn its accounts receivable 12 
times a year, its inventory six times 
a year, Johnson said. If it is less than 
that, you need to get tough, he 
added. 


More Plastics for Dealers, Says Expert 


Lumberyards and building ma- 
terials dealers can and will sell an 
increasing amount of plastic build- 
ing materials and products. But both 
the building industry and plastic man- 
ufacturers have much to learn about 
each other before real success is 
achieved. 

That is the opinion of George R. 
Hermach, consultant to the plastics 
and building industries and president 
of Architectural Plastics Corp., Eu- 
gene, Ore., one of the pioneer dis- 
tributing companies specializing in 
plastics for building. 

“Not all of the home building in- 
dustry is going to be a big produc- 
tion line operation,’ Hermach told 
American Lumberman. The major 
portion will continue to revolve 
around the smaller builders, who 
must depend upon the services of the 


(continued on page 16) 
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Top load-handler ! mis doage 


stake has the brawn to handle your loads easily—and is built 
to make it easier for you to handle those loads. Special rear 
springs and wheelhousings put the stake bed close to the ground 
to save excessive lifting when loading or unloading. Lightweight 
racks are easy to lift on or off. Hinged center section permits 
easy side loading. The truck itself is easy handling, too, with 
gear-before-axle steering and rear-shackled front springs that 
give easier steering and riding. 

There’s a Dodge truck to handle your load best—from 4,250-lb. 
G.V.W. pick-ups to 65,000-Ib. G.C.W. Power Giants. See your 
Dodge dealer—see why 


% today, 
a oo coeds OCIEEES 
Trucks 


Steel sills—a Dodge exclusive in the low-priced three—run full length and width 
under body for firm, long-lasting load support. They’re typical of the extra quality 
you get with a Dodge stake, whether you choose the 9’, 12’, or 14’ body! 
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SYMONS 
Steel Stake 


f Pullout hole 


for easy 
removal 


Can Be 
Reused 
Indefinitely 


Easily secured 
to lumber— 
can be nailed 
every 1” O.C. 


"1" beam design 
drives easier, 
holds best 


Drives easily into 
hard earth, Can be 
used for practically 
any type of stake 
work. This popular 
and profitable item 
is available in 12”, 
18”, 24”, 30”, 36” 
and 42” sizes. 


<> Syms 


SYMONS CLAMP & MFG. CO. 
4267 Diversey Ave., Chicago 39, Ill., Dept. B-9 


Please send complete dealer price information 
on your STEEL STAKE. 


Hi-Carbon 
Alloy Steel 
tough to bend 


Rugged point 
with minimum 
deflection 





Name 





Firm 


Address 
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established supplier for assistance 
and materials in this still complex 
art of home construction.” 

Hermach recently told plastics 
manufacturers that they should con- 
centrate now on plastic materials 
for building, as distinguished from 
products. 

“A plastic material is one which 
is integrated into the composite 
structure just like a piece of plywood 
or a steel I beam. On the other hand, 
a building product is usually a com- 
plete entity or component which the 
structure must accommodate. Ob- 
viously, a plastic building material is 
more difficult to market but enjoys 
larger and longer volume,” he ex- 
plained. 

Hermach foresees a network of 
distributors, who will specialize in 
plastic building products and who will 
sell through the one-stop lumber and 
building materials dealer. Such dis- 
tributors will provide engineering 
services for their dealers in the ap- 
plication of plastic materials, he said. 

To get acceptance in the construc- 
tion field, plastic materials must be 
of higher quality, Hermach believes. 
He foresees the day when the build- 
ing industry will have specialized 
plastics contractors, who will em- 
ploy craftsmen experienced in these 
materials. 

Hermach’s Architectural Plastics 
Corp. has five divisions. These are 
APC (marketing and development); 





Does Your GAS BUILT-IN LINE 
Still Have An Old Fashioned 
> 4 athy 4!) 





TENNESSEE STOVE 
CHATTANOOGA 1, TENNESSEE 


Circle No. 10 on Handy Cover Card 


Then Investigate the NEW 


Medan Jaret 


GAS OVEN with CONCEALED VENTING 
and BIG 18 WIDE OVEN 

MODERN MAID is also the only 

line with a complete assortment 

of Super-thin RANGE TOPS that allow 
DRAWER SPACE UNDERNEATH 


VENT? 


Call or 
Write today 
for specifications 
and descriptive 
literature 





WORKS 
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Construction Plastic (marketing); 
Plati-Products Co. (marketing); De- 
sign Industries (manufacturing) and 
Architectural Plastics International 
(development). 

The 36-year-old executive is a 
member of the Society of Plastic 
Engineers; Illuminating Engineering 
Society; Building Research Institute 
and the Society of the Plastics In- 
dustry. He is also a member of the 
editorial board of the Western Plas- 
tics magazine. 


Walter J. Wood 


Walter J. Wood Named Presi- 
dent of Oak Flooring Group 

The newly-elected president of the 
National Oak Flooring Manufacturers’ 
Association is one of the most widely 
known men in the hardwood flooring 
industry. 

Walter Wood entered the lumber 
business in 1912 and has concentrated 
on the flooring phase since 1924 
when he joined the E. L. Bruce Co., 
Memphis, as a sales representative 
in Kansas City. He has been general 
sales manager since 1942 and was 
named a vice-president of Bruce in 
1947. 

He is a past president of the 
Lumbermen’s Club of Memphis, a 
member of the Hoo-Hoo Club and 
a director of the Producers’ Council. 

W. R. Warner, general manager 
of the Bradley Southern Division of 
Potlatch Industries, Inc., Warren, 
Ark., is the new association vice- 
president. 


Cuts Price of Adhesive 

“Due to growing sales volume and 
consumer acceptance of our new 
Vinyl Asbestos Tile Adhesive No. 10, 
we have put into effect a price re- 
duction ranging from 8% to 19% 
for this product,” reports vice-presi- 
dent Charles A. Neumann, Kentile, 
Inc., Brooklyn, N. Y. The brush-on 
emulsion type adhesive is being sold 
to homeowners and handymen in 
quart, gallon and three-gallon cans. 
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ZE NAILS” 


PROMPT SHIPMENT 


MAZE CORRUGATED 
METAL ROOFING NAILS 
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“TT PAYS TO SELL M 


BIG SELECTION @ NEW PACKAGING) e 


AMGUARD NAL 


STRONG STEEL NAILS DOUBLE-DIPPED IN 
MOLTEN RUST-RESISTANT ZINC! 


(NOTE: In a zinc coated nail, F.H.A. requires the hot-di ipped type for all ex- 
terior work . . . and now specifies threaded nails for applications into plywood 


roof and wail sheathing. ) 

THERE'S NOTHING LIKE 'EM FOR ROOFING-SIDING-TRIM 
DRIVING STRENGTH ... SLENDER SHANKS TO MINIMIZE SPLITTING ... 
CLEAN THREADS FOR GREATER HOLDING POWER. 

REMEMBER: Maze Stormguards provide the same practical stain-resistant service as aluminum 

... yet Stormguards cost about i}3 less per nail, and drive much better. 


AVAILABLE IN COLORS TO MATCH POPULAR SIDINGS 








MAZE 








ACA Soe CEDAR SHAKE SIDING FACE NAILS 


Stock No. R102 Stock No. $235 at : 


ASPHALT SHINGLE ' 
ee Ses CEDAR SHAKE ANCHOR-SHANK FACE NAILS 
SD 


Stock No. $235A 
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Stock No. RIO4A 





ASPHALT SHINGLE ASBESTOS SIDING ANCHOR-SHANK FACE NAILS 


SPIRAL-SHANK NAILS 


WW 4 
INTERIOR NAILS 


Oh OO kw mm mpm me lela jaye le 


Stock No. RI04S Stock No. S214A 





CEDAR SHINGLE NAILS 


Stock No. RII2 


INSULATING SIDING NAILS 


Stock No. $245 





UMBRELLA HEAD SPIRAL-SHANK 
NAILS Sa tah 


HARDBOARD SIDING SPIRAL-SHANK NAILS 


Stock No. $255S 





Stock No. RI44A 


BOX NAILS FOR TRIM 


Stock No. 1325 





WOOD SIDING NAILS 


Stock No. $206 


CASING NAILS FOR TRIM 


SS sisson 








Stock No. 7305 





WOOD SIDING ANCHOR-SHANK NAILS 


SAGA A be ee 


Stock No. $206A 





COC eeeeeeteet eae 


ANCHOR-SHANK COMMON NAILS FOR TRIM 
| ebomor Cele (mee 


i () SEND NAIL SAMPLES 


( SEND MAZE CATALOG 





NAME 


cE 





W.H. MAZE COMPANY 





STREET. 


: COMPANY. 


PERU 7, ILLINOIS 


STATE. 





CITY. 
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weRE’S PLUS DOLLARS 


EARLY AMERICAN RUSTIC FENCING 


FROM NORTHERN MICHIGAN'S WHITE CEDAR FOREST 
AMERICA’S MOST DURABLE FENCE WOOD 
Designed for Lumber Dealer Distribution. More and more 
lumber dealers from coast to coast are making money 
selling the popular Early American Rustic Wood Fence. 


POUT PEO Cie 
— 


STOCKADE 


OORT HERE EOE E EEE OEHEEEEEEE ESE EE® 
’ r 
2 





spLit picket ' CEDARWEAVE 


eeeeeeereee Pee eee Pee CPCS Peer 


BRANDED FOR QUALITY 


Write today for brochure, price 
list and proven selling plan. 


EARLY AMERICAN FENCE CO. 


SUPERIOR QUALITY « PROMPT SERVICE 
Escanaba 2, Michigan 


Circle No. 13 on Handy Cover Card 





Li'l irvie 

says— 

WHEN THE PRODUCT HAS 
A NAME, CUSTOMERS 


ASK FOR IT! 


“We believe that a 

branded product lends itself to 

better merchandising, resulting in an average 
higher return to the manufacturer.” 


FRANK ASTON, GUS GIOVANELL!I, RUSS WARD 
Owners, Northwest States Lumber Co. 
Bellevue, Washington 


lie - 


Northwest States Lumber Company was the first wholesale 
lumber operator to approach the lumber merchandising 
problem from the standpoint of coordinating shipments 
from several mills under one brand-name. The clear, legible 
“Nor’ West” brand is imprinted and waxed with Irvington 
end-printing equipment and denotes carefully made lumber 
of a quality consistent with the high standards specified by 
the wholesaler. The buyer of end-printed lumber is assured 
top quality in grade and appearance —he is buying a prod- 
uct that reflects the pride and sincerity of its producer. 


Since 1907 


MACHINE WORKS 


1808 N. E. 7th Avenue, Portland 12, Oregon 
3 Colfax N. E., Grand Rapids 5, Michigan 
Circle No. 12 on Handy Cover Card 
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SPECIAL HARD- 
WARE ACCESSOR- 
1ES coupled with 
Panelok gives clos- 
et maximum flexi- 
bility. This picture 
was taken in model 
Showcase house 
erected by Paulsen 
Lumber Co., Mil- 
waukee. 


MASONITE — 


The exciting new system that gives you 
beautiful walle with « practical flair! 


WALL STORAGE is = wens! see 
played up in this 
display ad run by 
the Flint (Mich.) 
Lumber Co. 





“Quality and Service Since 1901" 
108. CAAN0 TOAMURAE_ leo eens ewes O8 0-000 








Hardboard-Hardware Combination 


Delivers Maximum Wall Storage 


Dealers are selling the idea of maximum wall use with 
Masonite’s ‘“Panelok,’ %4” hardboard panels slotted 
with steel lock strips at 24” intervals to accept shelves, 
cabinets and other accessories. 

Manager Ray Chase of the St. Joseph (Mo.) Lumber 
Co. said he sold about one-third of his first shipment 
(sufficient for 50 closets) within two weeks after the ship- 
ment was received. Another shipment is on the way. 

One contractor, who built a Showcase model home 
for St. Joseph Lumber is talking about using Panelok in 
all his houses this year. 

A downtown St. Joseph clothing store, according to 
Chase, will use Panelok along one wall to display mer- 
chandise. Chase is promoting Panelok in a special store 
display and on the firm’s weekly radio program. 

Suitable for both new construction and remodeling, 
Chase is selling the new item to both contractor and 
consumer customers. 
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SIMPSON SPRING-LOADED* BIFOLD DOOR UNIT 
SAVES YOUR CUSTOMERS TIME AND MONEY! 


Attractive doors install quickly, with only a screwdriver. 
e Each set features newest McKinney concealed hardware 
e Exclusive spring-loaded pivot brackets self-adjust doors 

to fit tightly and eliminate gaps 

Sure-shut door aligner eliminates floor attachments 

2-door units for 2’, 242’, 3’ widths 

4-door units for 4’, 5’, 6’, 8’ widths 

Louver Doors in Philippine Mahogany and Douglas Fir 

7-Ply Hollow Core Flush Doors in Lauan, Sen and Birch 





| *Each of the four pivots is 
spring-loaded to assure perfect 
fit, smoother operation. 
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For additional information refer to Sweet's File, see your Lumber Supplier or mail coupon on back of next page. 
Simpson Logging Company, 2301 N. Columbia Blvd., Portland 17, Oregon 





OFFER YOUR CUSTOMERS THE UNSURPASSED 
ADVANTAGES OF SIMPSON REDWOOD 


Redwood surpasses any species for natural beauty and its 
ability to take and hold paints or stains better and far 
longer. Redwood is easy to work, has high dimensional 
stability and is noted for its remarkable resistance to 
termites and decay. One inch thickness of Simpson Kiln RELY ON 
Dried Redwood gives insulation equal to 6.3 inch thick- 
ness of brick, 9.5 inch thickness of cement block, 15.0 
inch thickness of concrete...and less heat loss through 
conductivity than any metal siding known. Call your Simp- 
son Lumber Distributor today or write Simpson for his 
name. 


Simpson Redwood Company, Arcata, California 


Mail coupon on back of next page for free Redwood Grade Book, Red- 
wood Information Charts and Idea Booklet, “Redwood For The Home.” 
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Put Extra Profits into 
Your Plywood Sales with 


TOASTED V-GROOVE 
REDWOOD PLYWOOD! 


@ Give your customers the beauty 
and advantages of redwood, plus the 
extra strength and economy of ply- 
wood. Exclusive ‘‘deep toasted’ V- 
grooves enhance the natural warmth 
of redwood, lending a rich distinctive 
tone of elegance to any room. 
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Handsome redwood rift grain is 
created by slicing veneers from 
quarter segments of the log. 
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Send for 16 page, full-color 
Simpson Plywood Catalog. 
Mail coupon on next page 


Simpson Logging Company 
2301 N. Columbia Boulevard 
Portland 17, Oregon 


Francis Baer, A.1.D., creates an attractive den with walls of 

RELY ON random planked Simpson rift grain redwood plywood. Every 
second dark brown ‘“‘toasted ’ V-groove falls on 16” centers 
for automatic stud locating 


Growing public desire for sound-control benefits offer 
tremendous profit possibilities for you 


Make higher profits with deep- 


fissured Forestone*, which O 

absorbs up to 70% of all noise 

striking it and can be repaint- 

ed without loss of efficiency : 
or fissured beauty. Your cus- 0 
tomers are pre-sold by Simp- 5 


son’s national advertising. 


QUIETS EVERYTHING EXCEPT YOUR CASH REGISTER 
SIMPSON 


nestone 


ACOUSTICAL CEILING MATERIAL 


=f 


Two to choose from 
soc ae nae 
flange-jointed tiles 
or labor-saving 2’x8’ 
insulating roof deck. 


Forestone installs quickly, easily, at 
about the same cost as ordinary 
ceilings. Builders, Remodelers and 
Do-it-yourselfers are all lively pros- 
pects for Forestone. Simpson Log- 
ging Company, Shelton, Washington. 


Mail coupon, next page, for free 24-page 
Acoustical and Insulating Board Catalog. 


a 


*Reg. U. S. Pat. Off.—U. S. Pat. No. 2,791,289 
The original fissured woodfiber acoustical material. 





HOUSING AMERICA 


@ One of the most dramatic developments in 
American economic history has been the building of 
more than 13,000,000 new dwellings since the close 
of World War Il—more than 130 billion dollars worth 
of new housing in 13 years! 


Building this housing to meet the needs of American 
families has been a teamwork operation—a team com- 
posed of Home Builders, Architects and Designers, 
Financial Institutions, Government Agencies and 
Manufacturers of Building Products and their Distrib- 
utors and Dealers. Without the function of each mem- 
ber of this team, this economic and physical miracle 
could not have happened. 


RELY ON 


<q 


Now we are entering upon a period in our history 
when it appears that more housing than ever before 
is going to be needed if American families are to be 
housed adequately. As a major producer of forest 
products—as a member of the team—Simpson is aware 
of its responsibility in helping to meet these coming 
housing needs—in helping to achieve the goal of Better 
Housing at Lower Cost. 


On the occasion of its 15th Anniversary, Simpson 
and its Distributors and Dealers wish to extend their 
warmest greetings to the National Association of 
Home Builders, whose members are so largely 
responsible for the great task of Housing America — 
and who are now facing an even greater challenge of 
the future. 


The finest in Douglas Fir, Western Hemlock and Redwood Lumber; Acoustical, Insulating and Hardboard 
Products; Plywood and Doors; Wood Tanks and Pipes; and Paper. 


SIMPSON, 1070D, WHITE BLDG., SEATTLE 1, WASHINGTON 


Please send me FREE information on the following products as checked: 


[] Doors (_] Redwood 


Name 
Company 


Address 


C) Acoustical and Insulating Board 


C) Plywood 











Clipped from 


Ce | 


magazine. 





What's the PRICE? 


_ Retailers’ prices to contractors stiffened during January, 
in keeping with stiffer prices at the mill. Dealers in all 
parts of the country are united in expecting a very good 
spring and summer for building and are holding their 
prices tight in anticipation. 

New orders being received by both western and southern 
mills are running ahead of production; Douglas fir orders 
are 119% ahead of the first weeks of last year and oak 
flooring orders are 139% up from a year ago. 

Mill prices currently are as solid as they have been in 
many months; this applies both to western and to southern 
woods. Even in the face of unseasonable cold, heavy snows 
and generally miserable weather in the consuming areas, 
the mills appear to be holding steady. In some items there 
appears to be some upward pressure on prices. Dry lumber 
in all species has the firmest price structure. 


e . 
Current Retail Price Levels 
(Prices at retail to typical one-house contractor customer, not including discounts to volume accounts or cash buyers. These price level figures 
are averages of the prices reported for this period. They do not necessarily show a trend from the last issue.) 
Zone 1 Zone 3 Zone 4 Zone 5 Zone 6 Zone 7 Zone 8 Zone 9 
North Middle Sovth East North East South West North West Sovth Mountain Pacific 
LUMBER Atlantic Atlantic Atlantic Central Central Central Central 


Douglas fir: 
Dimension: Std. & Btr. green R/L 2x4 $125 $133 $115 $120 $100 
Std. & Btr. dry R/L 2x4 penises $135 $102 
. & Btr. green R/L 2x10 $125 : $115 ; $120 $105 
. & Btr. dry 2x10 R/L —— ae ; $135 $102 
. & Bir. green R/L 1x6 ond 1x8 $115 : aes — $ 95 


West Coast Hemlock, White Fir: 
Dimension: Std. & Btr. dry R/L 2x4 $127. $135 
Std. & Btr. dry R/L 2x10 $130 , a — 
Boards: Std. & Btr. dry R/L 1x6 and 1x8 ; a 


Western Pines: 
Boards: No. 2 & Btr. dry 1x8 R/L $48 or 


shiplap 

No. 52 Btr. dry R/L 1x8 S48 or 
shiplap 

No. 4 Btr. dry R/L 1x8 S4S or 
shiplap 


Southern Pine: 
Dimension: No. 2 & Btr. dry R/L 2x4 $115 
No. 2 & Btr. dry R/L 2x10 $125 
Boards: No. 2 & Btr. dry R/L 1x8 S4S or 
D & M or shiplap $115 


Hardwood Flooring: 
Clear ook 25/32"x2,” $230 
Select oak 25/32"x2%,” $215 
Interior Softwood Paneling: 
No. 2 ponderosa pine R‘W $205 
No. 3 ponderosa pine R/W $215 
Wood Siding: 
Redwood bevel siding %/,’’x8” $270 
Cedar bevel siding 3/,"x8” _ 


Wood shingles: 
Cedar shingles 5/2 #1 Blue 
Label 


$ 15.50 





PLYWOOD: 
Fir, Ve” DFPA-AD interior give ‘ $122.50 
Fir, Ye” DFPA-AD exterior glue ° $135 
Fir, %” DFPA-CD sheathing interior give $100 $ $120 
Fir, 2” DFPA-CD sheathing interior glue m $145 
Fir, %” DFPA-CD sheathing interior glue $162.50 4 $180 
Birch, 1/,” A2 platatas ae 
Philippine mahogany, '/,” rotary cut $175 $193 


MILLWORK: 





Phil. mahogany flush door 
1%"-2-6x6-8 

Birch flush door 14%”-2-6x6-8 

Double hung window unit 
2-4x4-6, glazed, weather- 
stripped and balanced 


BUILDING MATERIALS: 
Outside white paint, first grade 
8d common steel nails 
Mineral wool insulation, full thick bott 
Wood fiber blanket, std thick 
Ceiling tile 12”x12” 
Acoustical ceiling tile 12x12” 
2” insulating building board 
25/32” insulating sheathing 
%” gypsum wall 
%,” gypsum sheathing 
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"press time 
Builders Seek Flexible Money Market 


National Association of Home Builders explores central 
mortgage bank plan idea for adequate money for home 
building needs. Builders and lumber dealers help set attend- 
ance record at 15th annual Chicago convention. 

(See page 64 for new products introduced at the NAHB 


show.) 


Optimistic builders crowded the 
record-breaking sessions of the Na- 
tional Association of Home Builders 
in Chicago, January 19-22. But their 
optimism was tempered by two unan- 
swered questions: 

1. Will we get a “good” housing 
bill? 

2. Wil! there be adequate mort- 
gage money? 

Key convention speakers sounded 
warnings On both these questions. 

In shooting for a balanced budget, 
Eisenhower may cripple important 
housing legislation, warned Rep. AIl- 
bert Rains, Alabama Democrat. 

“I've got an idea that we’ve got 
enough votes in the House to over- 





Aluminum Houses Planned 
For 160 Cities 

Plans to introduce aluminum 
“House of Ease” projects in 160 cities 
was announced at the NAHB Exposi- 
tion by David P. Reynolds, executive 
vice-president of Reynolds Metals Co. 

The ambitious program was pro- 
moted by the success of “House of 
Ease” projects started in six test-mar- 
ket cities last year, Reynolds said. 
These are described in the Sept. 1, 
1958, issue of American Lumberman. 

In picture, Ex-FHA administrator 
Cole, center, discusses his new role as 
director of Reynolds’ aluminum hous- 
ing program with David P. Reynolds, 
executive vice-president of the firm, 
left, and Nels G. Severin, NAHB pres- 
ident. 


24 





New Attendance Record 

Attendance at the 1959 NAHB 
convention set an all-time record. 
Total registration including build- 
ers and exhibitors was an estimat- 
ed 34,000—35,000. Breakdown of 
builders’ registration was not avail- 
able at presstime. 











ride him,” added Rains, chairman of 
the housing sub-committee of the 
House Banking and Currency Com- 
mittee. 

What the advocates of reduced 
government expenditures really want, 
Rains contended, is to “reduce the 
scope of the slum clearance program 
and reduce or eliminate the low-rent 
public housing program.” 


Hot issue. Rains declared that hous- 
ing is going to be “one of the hot is- 
sues in Washington” this year. 

“My mail shows the need for the 
biggest housing bill in the history of 
America,” he added. 

Senator John J. Sparkman (D., 
Ala.), speaking on the outlook for 
housing legislation, blamed the erratic 
flow of home financing for the hous- 
ing slowdown. 

Experience over the past 25 years, 
Sparkman said, has demonstrated at 
least two things about home building 
and home ownership: 

1. That long-term low down pay- 
ment home financing is economically 
sound and is a major way to provide 
the homes so badly needed. 

2. Unless an adequate volume of 
credit is steadily available, the home 
building industry cannot operate effi- 
ciently. 

Freeing the interest rate on FHA- 
insured and VA-guaranteed loans will 
not solve the credit problem, Spark- 
man declared, calling for a definite 
housing production goal. 

“If other users of capital can out- 
bid capital under present conditions, 


what reason is there to suppose that 
the relative positions would be 
changed by freeing the interest rates 
under the FHA and VA programs?” 
he asked. 

“Furthermore, the FHA rate is 
now free to move by administrative 
action under a 6% ceiling and the 
largest number of FHA starts in the 
last 10 years occurred in 1950 when 
the rate was fixed at 44%4 %.” 


Blames Administration. Blaming 
Administrative policies for thwarting 
Fanny Mae’s potential, Sparkman de- 
clared: 

“This nation must produce more 
units of decent housing than we have 
averaged in the last 10 years. There 
is no domestic problem that is more 
urgent. If it takes new laws, then I 
will be glad to help devise those laws.” 

Sparkman pointed out that the two 
basic ways for increasing the volume 
of home loan funds—secondary mar- 
ket operations and special assistance 
functions—are available. He contend- 
ed that the Administration hampered 
these functions by failing to make 
available more than $400 million of 
authorized funds and setting Fanny 
Mae purchase prices too low and sell- 
ing prices too high. 

He agreed that the purpose of a 
central mortgage bank is desirable 
as a steady source of mortgage money 
and will be studied by the Senate 
Housing Subcommittee. Operational 
details of the proposed bank were ex- 
plained by NAHB past president 
Thomas P. Coogan. 

The bank would be a government 
corporation, which would take over 
the functions of Fanny Mae, buying 
VA and FHA mortgages and issuing 
notes and debentures on these. It 
would also have the power to set VA 
and FHA mortgage interest rates. 

Describing the role of the Federal 
National Mortgage Association, pres- 
ident J. Stanley Baughman expressed 
the hope that any change in his organ- 
ization be evolutionary rather than 
revolutionary. He raised the question 
whether more can be accomplished 
through the central mortgage bank 
proposal actively supported by 
NAHB than by minor changes in Fan- 
ny Mae. 


Cole’s swan song. Albert M. Cole, 
retiring administrator of the Housing 
and Home Finance Agency, took a 
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Harbinger of Good Times? 


An upturn in house plan busi- 

ness which started in October 
may augur well for home con- 
struction in 1959, an executive 
in one of the nation’s largest 
distributors of stock plans said 
in Detroit. 
__ Albert P. Whitman, vice-pres- 
ident of Homes Planners, Inc., 
and publisher of the firm’s plan 
books, said early winter sales of 
plans through several national 
magazines and from newstand 
plan books averaged 40% over 
those of a year ago. 

Whitman said that the ups- 
and-downs of the plan business 
through the years have run about 
six months ahead of trends in 
home construction. 











parting crack at the over-zealous sup- 
porters of public housing legislation. 

“Public housing over the past few 
years has more than met the de- 
mand,” he said. “The demand has not 
been as great as the authorization for 
new units. Public housing has not met 
the demand for low-income homes— 
and neither have the builders. That 
great need remains unsatisfied.” 

Fixed rates for FHA and VA mort- 
gages were attacked by Dr. Grover W. 
Ensley, executive vice-president of the 
National Association of Mutual Sav- 
ings Banks, on the ground that 
changes in credit conditions affect 
mortgage borrowers and lenders more 
severely than other business groups. 

He declared that efforts to stimu- 
late housing by expanding the opera- 
tions of Fanny Mae would add to in- 
flationary pressures and “ultimately 
threaten the existence of the private 
home building industry.” 

Adequate water and sewers and 
other community facilities will be 
“one of the most pressing economic 
problems” in 1960-1965, warned Rep. 
Rains in his talk. He said that off-site 
community facilities for homes were 
“clearly the responsibility of the local 
government.” 

He said he will introduce a bill soon 
to provide up to two “billions in fed- 
eral loans to cities and towns for con- 
struction of community facilities. One 
billion would be available at once and 
another billion would be tapped in 
event of a recession. Financing terms 
would extend to 50 years and interest 
rates would be about 3% for the first 
billion and even more favorable on 
the stand-by portion. 

1959 Policy Statement 

Highlights of the 1959 policy state- 
ment adopted by the NAHB board of 
directors were these points: 

Modernization of mortgage credit. 
PNMA should be amended and ex- 
panded to (a) recognize it as a govern- 
ment agency for stabilization of mort- 
gage credit (comparable to the Feder- 
al Reserve in commercial credit) 
rather than a potential private corpo- 


ration operated for profit; (b) author- 
ize it to accumulate and hold a long- 
term mortgage portfolio against 
which it should issue its obligations of 
varying maturities; (c) increase its au- 
thority to sell its securities to the in- 
vesting public; (d) authorize short- 
term loans against the collateral of 
insured and guaranteed mortgages; 
(e) provide a real and functioning di- 
rectorate and (f) grant it authority to 
set FHA and VA rates. 

Mortgage finance. FHA’s legisla- 
tion should be updated by (a) increas- 
ing the maximum insurable loan on 


single-family homes to $30,000; (b) 
encouraging trade-ins and (c) adjust- 
ing down payment schedules and 
mortgage term. VA home loan pro- 
gram should be extended on a self- 
sustaining basis for a five-year period 
after the termination of universal mil- 
itary training. Abandon attempt to 
force unmarketable VA interest rate. 
Seek market rates for residential 
mortgages subject to statutory maxi- 
mum presently provided for FHA. 

Minority housing. President should 
allot $250 million of available FNMA 
“special assistance”. 


New Home Loan Program Available 


In Cities Under 20,000 


FHA Commissioner Norman P. 
Mason has ordered the Certified Agen- 
cy Program (CAP) put into effect “as 
rapidly as possible” throughout the 
nation in most towns of 20,000 or 
less population. 

No exact target dates were set 
since the action had to await new 
FHA insurance authority by Con- 
gress. After that, each field office 
was told to go ahead as soon as train- 
ing was completed. 

The program will not be used in 
Alaska, Hawaii and Puerto Rico. 

In a letter to field offices, Mason 
stressed that CAP was not designed 
to replace current programs, but to 
extend FHA-insured mortgages into 





NRLDA Report Is ‘‘Real 
Service,’’ Says Dealer 

To the Editors: 

Your publication did a real serv- 
ice to our industry by reporting 
on the Cresap report in the De- 
cember 22nd issue. To me, it 
indicates some very forward 
thinking and would result in 
great strides for our industry if 
many of these recommendations 
were put into practice. 

Reports of this type appear 
to be a wise expenditure of 
lumber dealer funds and I sin- 
cerely hope that the leaders of 
our industry will think very long 
and hard about putting in 
practice most of these recom- 
mendations. 

I think most average small 
lumber dealers know little about 
how their associations work and 
what they are trying to do. Pub- 
lications of reports such as the 
Cresap report show us what our 
associations could be doing and 
it was very encouraging. 

Thanks again for a fine arti- 
cle. 

—Ed Mathieu, President, 
Mathieu Lumber and Supply 
Co., Blue Island, Ill. 
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remote areas where they previously 
had not been available. He explained: 

“Our objective will be to serve 
areas not now fully enjoying the bene- 
fits of mortgage insurance because of 
geographical location and low volume 
of potential business which makes ef- 
fective service difficult.” 

As a rule of thumb, the simplified 
procedure of CAP will be used in 
towns of 20,000 or less, according to 
the 1950 census, located at least 50 
miles from an FHA office or 30 miles 
from a service office. 

Towns of 20,000 or more will be 
considered by Washington, if recom- 
mended by the field director, on the 
basis of the area’s need and the abil- 
ity of the FHA office to direct the 
program in the area. 

Local directors were instructed to 
prepare and distribute maps showing 
the boundaries of the areas to be 
served under CAP. 

“Like other FHA programs,” Mason 
added, “we will want to see that 
CAP is kept abreast of the needs of 
the American people and further ex- 
pansions or revisions may be possible 
after the first phases of operation are 
working smoothly.” 

CAP was started as an experiment 
in selected localities, in October 1957, 
to eliminate some red tape and to 
speed up the mortgage procedure by 
having local people do most of the 
processing. 

Lenders are designated as Certified 
Agents of the FHA to approve home 
loan applications. Local appraisers, 
operating on a fee basis, are trained 
to make evaluations according to 
FHA standards. 

Plans to put the program into ef- 
fect throughout the nation during 
January had to be revised after FHA 
ran short of insurance authority last 
October and was forced to stretch out 
its commitments. 

New authority, above the 29 billion 
dollar limit, was sought shortly after 
Congress convened. The Administra- 
tion asked for six billion dollars to 
last until the end of the fiscal year 
June 30; a Democratic move was 
made to provide eight billion dollars 
for the next 18 months. 





Dealers Spend Millions on Capital Improvements 


New store and warehouse facilities and more mechanized 


equipment on buying list this year, dealers tell American Lum- 


berman. 


Major capital expenditures in prop- 
erty expansion, equipment and per- 
sonnel are scheduled by many deal- 
ers this year. 

Dealer interviews by American 
Lumberman across the country indi- 
cate that store, warehouse and yard 
expansion are high on the list of 
planned improvements. Scores of 
dealers, it appears, are planning to 
buy new trucks and materials han- 
dling equipment. 

More intensive merchandising in 
the home improvement field is also 
indicated. Additional personnel, ade- 
quately trained, is a concern of many 
dealers. 

Store-warehouse expansion. H. V. 
Heck, manager, Village Lumber Co., 
Elmont, N. Y., plans a new show- 
room, also warehouse expansion, 
sometime this year. 

“We're going to feature Formica 
coverings, sidings, doors and _ hard- 
ware,” declared Heck. “We have spe- 
cific products in mind—shutters, new 
cutout color inserts, etc. We’re also 
remodeling our warehouse to use 
‘A’ frames.” 

Several Ohio dealers have store 
plans. Mohawk Lumber Co., a multi- 
store operator in Detroit, is building 
a $150,000 new store to replace one 
which burned several months ago. 
Opening is scheduled for May 1. The 
Frantz-Dawson Lumber & Supply in 
Portages Lakes, an Akron suburb, is 
planning a 60’x20’ display room. 
One section will feature water pumps, 
a big item in the lake country. 

Jim Dovey, owner, Oxnard (Calif.) 
Lumber & Supply Co., said he plans 
to spend several thousand dollars to 
remodel a warehouse to allow more 
platform space. 

Plans to turn his woodworking 
shop into a display area were an- 
nounced by Americo Medoro, co- 
owner, Magnolia (N. J.) Lumber and 
Millwork Co. 

“We plan to use this space to dis- 
play more general building materials 
and to show the do-it-yourselfer what 
he can do with these items.” Medoro 
estimates that about 90% of his busi- 
ness is with the do-it-yourself cus- 
tomer. 

In Memphis, Whittington Lumber 
Co. is building a new 30’x66’ ware- 
house with a concrete floor for lift- 
truck handling of palletized mate- 
rials. A three-ton Hyster has been 
purchased. 

Out in Omaha, E. L. (Ted) Tim- 
berman, partner, Heavrin-Timberman 
Lumber Co. said he hopes to get a 
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warehouse started before June 1 that 
will double his storage space. He also 
plans to buy one or more lift trucks. 
Another Omaha dealer, J. R. Carn- 
aby, vice-president and general man- 
ager, Holland Lumber Co., said his 
firm has just added to its enclosed 
sheds. 

“What we need is more real estate,” 
he commented. 

Finding the right man to handle 
the retail side of his business is the 
only thing preventing him from build- 
ing a small warehouse, said man- 
ager David Snyder, Whitestone (N. Y.) 
Lumber Co. 

“The neighborhood business in this 
part of Long Island is largely un- 
touched and offers a great potential,” 
declared Snyder. 

Improved business conditions will 
let him fill a pressing need for more 
sales and office space, said Ed Tafelski, 
partner with Mark Dean in South- 
field Lumber Co., Southfield Town- 
ship, Mich. 

New treating plant. G. M. Stewart 
Lumber Co., Minneapolis, will com- 
plete a $100,000 pressure-treating 
plant for “the most complete lumber 


treating service in the country,” said 
Jim Stewart. 

“We're taking a gamble on lum- 
ber,” admitted Stewart. “This treat- 
ing plant is expensive and we 
don’t expect it to pay off at once. 
But we'd like to see wood put back 
into top place as a building material.” 

Using three types of treatment— 
Wolman salts, penta and minalith— 
Stewart plans to sell his special lum- 
ber to other lumber dealers. 

Adding motorized equipment. Lift 
trucks for use in the warehouse and 
vard and _ over-the-road equipment 
will be purchased by many dealers 
this year. Motor trucks appear to be 
the most important single piece of 
equipment on the list. 

““We want bigger trucks with roller 
beds,” explained Lucien Renuart, 
executive vice-president, Renuart 
Lumber Yards, Inc., Miami. “We have 
been most satisfied with the split roll- 
er bed type of truck and may get 
one for each of our four yeards. We 
also plan to get one or two pickup 
trucks. Our expenditure in trucks this 
year will be around $20,000, if busi- 
ness picks up enough to warrant it.” 


Jack H. Thornell, president, Pier- 
son Lumber Co., Cincinnati, said he 
plans to buy at least three new 
trucks, probably tractor _ trailers. 
Thornell expects to “overhaul our 





250 Oklahoma Lumberyards Join 


Dealer Investment Corp. 


Members of the Oklahoma Lum- 
bermen’s Association representing 
250 yards have subscribed to $65,- 
000 in stock for financing of five- 
year repair and remodeling and Title 
Il mortgages through the Lumber- 
men’s Investment Corp. of Texas. 

Fred Templeton of the Bank Lum- 
ber Co., Enid and president of the 
Oklahoma association, announced 
that Henry Bernauer is heading the 
Oklahoma branch of LIC, located in 
the Leonhardt Building, Oklahoma 
City. 

W. S. Drake, Jr., Calcasieu Lum- 
ber Co., Austin, Tex., and president 
of LIC said that with the new 
Oklahoma dealers, the investment 
corporation now has over 900 yards 
in the two states. 

“This gives us a very attractive 
spread for insurance companies, 
banks and other investing firms,” 
Drake said. 

Templeton said that any individual 
employe of lumberyards can buy 
stock in the LIC, but only the com- 
pany he represents can process the 
financing paper. The minimum in- 


vestment in the corporation for a 
single yard is 20 shares at $13.12, 
or a total of $262.40. 

“This is the greatest merchandising 
tool we dealers have ever had, par- 
ticularly in the smaller communities 
where finance is very hard to get,” 
Templeton said. 


STOCK SUBSCRIPTIONS in investment 
corporation are presented to W. S. 
Drake Jr., by Fred Templeton, left, presi- 
dent of Oklahoma Lumbermen's Associa- 
tion and Frank Carey, Jr., right, vice- 
president. 
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entire motor operation from a cost 
standpoint.” The firm recently bought 
two lift trucks. 

Two Dallas, Tex. dealers plan to 
add to their motorized equipment. 
J. L. Alford, co-owner, Coke Lumber 
Co., said he expects to buy pri- 
marily 112 ton flatbeds. W. B. Old- 
ham, president, Oldham Lumber Co., 
also plans truck purchases, 

In Minneapolis, Acme Stone and 
Lumber Co. plans to buy a roll-off 
within the next month. Manager 
Dick Frees said two such trucks were 
added last year. 

“We found overtime was costing 
us too much,” explained Frees. “We 
expect the new truck will more than 
pay for itself by reducing overtime.” 

A new stake-body Chevrolet for 
$2,700 and another two-ton vehicle 
for around $4,000 are scheduled this 
year by Magnolia (N. J.) Lumber and 
Millwork. Rose-Saxon Lumber Co., 
Miami, plans to get four 112 ton trucks 
costing $2,500 to $3,000 apiece. 
Oxnard (Ohio) Lumber & Supply 
expects to spend $6,000-$7,000 for 
a big truck this year, Whitestone 
(N. Y.) Lumber Co. expects to buy 
an International Model 225, accord- 
ing to manager David Snyder. He 
purchased an International tractor- 
trailer last year. 

Among the firms planning to buy 
pickup trucks were: Standard Lum- 
ber & Supply Co., Covington, Ky.; 
Penn Jersey Lumber & Millwork Co. 
(also two or three _ Internationals), 
Palmyra, N. J.; Whittington Lumber 
Co., Memphis, plans to replace two 
road trucks this spring as part of 
their policy to replace two of their 
13-truck fleet each year. Two heavy 
trucks will be added by Wier Lum- 
ber Co., Houston. 

New lift trucks. The trend 
toward more mechanization is seen 
in the buying schedule for fork lifts 
and carriers. 

Two two-ton lifts will be purchased 
by J. B. Watkins Lumber Co., 
Omaha, according to president J. Bur- 
ton Watkins. This will be the 
firm’s first lift trucks and Watkins 
says he will either train present per- 
sonnel to operate them or hire new 
men. 

Another Omaha dealer, J. R. Car- 
naby, vice-president and manager, 
Holland Lumber Co., also announced 
plans to purchase two lifts—one an 
addition and one as a replacement. 

Bob Stahlman, Houston, Tex. deal- 
er, said he plans to add several fork 
lifts and straddle carriers this year. 

More personnel. Both inside and 
outside personnel will be added dur- 
ing the year by C. W. Stark Lumber 
Co., Minneapolis, manager Arby 
Carlson said. Whittington Lumber 
Co., Memphis, has just added a new 
yard foreman and will take on a new 
outside salesman this spring. A new 
yard man is scheduled at Standard 
Lumber & Supply Co., Covington, 
Ky. More outside salesmen will be 
needed by Pierson Lumber Co., Cin- 
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cinnati, according to president Jack 
H. Thornell. 

Prefabs and components. Thornell 
announced plans to increase produc- 
tion of panelized houses with more 
promotion at the buyer level. He said 
about 7,200 square feet will be added 
to handle this part of the company’s 
operation. 

T. P. Wier, owner of the Wier 
Lumber Co., Houston, is building 
components to meet the demand for 
homes in the $8,000 to $15,000 class. 
Shell houses will also be featured. 

Merchandising plans. Two addi- 
tional kitchens, a total of six in all, 
are projected by Penn Jersey Lumber 


& Millwork Co., Palmyra, N. J. 

“We've got our feet wet in the 
kitchen business and it looks very 
good,” declared Gernard Cherry, 
Penn’s general manager. “We started 
our ‘Kitchen Fair’ eight months ago. 
We've allowed space in our new 
showroom for the addition of two 
new kitchen models. 

“We also plan to step up our in- 
dividual house sales with a new mod- 
el home for the low and middle-in- 
come group. We have three model 
homes up already. These are situated 
along our own road with our own 
sidewalks.” 
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The move is to outdoor summer living and eating .. . 


on the patio! 


With the new Packaged Slate Patio, 
all.the contractor or do-it-yourselfer need do is follow 


e FOR PATIOS 


a simple arrangement diagram to achieve a true 


custom look. Pieces are already cut in different sizes, 


in a variety of colors ... ready to lay. 


INEXPENSIVE 


Production line pre-cutting method means real savings 
to the consumer. It puts a slate patio within the average 
homeowner's reach .. . provides you with a tremendous 


market potential for slate patio selling. 


e ADAPTABLE TO 


exterior walks 
interior floors 
fireplace hearths 


MERCHANDISING AIDS TO PUT SELL INTO YOUR PROGRAM 


NATIONAL ADVERTISING ... 

FOR PRE-SELLING 

Your customers will see the Packaged Slate 
Patio in LIVING FOR YOUNG HOMEMAKERS 
and POPULAR GARDENING. Product identi- 
fication is established nationally to make 
your local selling job easier! 


POINT OF PURCHASE DISPLAY . . . AN 
EXTRA SALESMAN WORKING FOR YOU 
Display keeps selling for you all day... 
every day! Stand it on a counter . . it's 
3-color, 15” x 20%". Pocket contains 
supply of 4-color brochures. 


DEALER MATS... TO TIE IN 
WITH YOUR ADVERTISING 
A series of newspaper mats are available 
to sell the product... and you as the crea 


Dealer! 


4-COLOR BROCHURES .. . TO STIMULATE 
BUYING INTEREST 

Fully illustrated, the brochures show various 
basic designs for easy following. Use them 
for direct mail . . . keep them stocked in 
your display. 


FOR COMPLETE INFORMATION ON THIS UP-TO-THE-MINUTE PRODUCT, WRITE NOW TO: 


STRUCTURAL SLATE COMPANY 
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New Plants and Big Mergers for 
Key Building Products Firms 


A wave of plant expansions and 
large scale mergers by kingpin lum- 
ber and building materials firms 
points up an optimistic note now 
prevalent in the building industry. 
Spearheading the current expansion 
fever among firms is an announce- 
ment by chairman Melvin H. Baker, 
National Gypsum Co., Buffalo, that 
his company is negotiating to acquire 
Huron Portland Cement Co., which 
has one of the largest cement plants 
in the world at Alpena, Mich. Acqui- 
sition of the cement company will take 
NationalGypsum into a new and 
closely related industry, Baker points 
out. 

Augmenting the upswing in ex- 
panded production by key firms is a 
report by The Stanley Works, New 
Britain, Conn., that it is moving its 
Chicago area operations about April 
1 to a new million-dollar office and 
warehouse building nearing comple- 
tion in suburban Melrose Park. Stan- 
ley also announces that construction 
has begun on its new 40,000 square 
foot southwestern regional warehouse 
and office buildine in Dallas, Tex. 
Other key developments: 

U. S. Plywood Corp. reports that 
it has opened its 117th distribution 
center—a new 19,000 square foot of- 
fice and warehouse at Milan, Ill., to 
serve the area of Rock Island, Daven- 
port and Moline. 

A new plant for the production of 
its fiberglass reinforced panels has 
been opened by Structoglas div. of 
International Molded Plastics, Cleve- 
land, in Grand Junction, Tenn. 

Simpson Redwood Co., Arcata, 
Calif., reports it has expanded reman- 
ufacturing capacity by 30% of its 
plants at Arcata and Korbel to pro- 
vide faster handling of redwood or- 
ders and to insure continuing high 
quality of the firm’s redwood prod- 
ucts. 

A recent sales transaction involves 
two of southern California’s oldest 
wholesale lumber companies. In a 
joint statement issued by David H. 
Steinmetz III and James W. Cooper. 
respective presidents of Standard 
Lumber Co. and W. E. Cooper 
Wholesale Lumber Co., it was learned 
that the assets of the Cooper firm 
have been purchased by Standard. 
“With this transaction, Standard will 
be able to offer direct shipments of 
redwood, Douglas Fir, western red 
cedar, hemlock and spruce in addi- 
tion to sugar and Ponderosa pine, 
incense cedar and white fir,” said 
Steinmetz. 

The Yale & Towne Mfg. Co., New 
York City, has acquired the Challen- 
ger Lock Co. of Los Angeles. The 
price was not disclosed. Challenger 
Lock will now be operated as a sep- 
arate division of Yale & Towne. 

The purchase of the manufacturing 
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plant and facilities of Pacific Metal 
Decking Co., Hayward, Calif., by In- 
land Steel Products Co., Milwaukee, 
is announced jointly by W. A. Jahn, 
Inland company president and Allan 
Garrett, president of the Hayward 
firm. The transaction is part of a mul- 
ti-million-dollar expansion of Inland’s 
metal building line, said president 
Jahn. Inland has also acquired the 
Steel Building div. of The Steelcraft 
Mfg. Co., Cincinnati and will carry 
on the manufacture of metal buildings 
in space leased from Steelcraft. 

Southern Oregon Plywood, Inc., 
Grants Pass, Ore., has been sold for 
$2.1 million to Vancouver Plywood 
Co., Vancouver, Wash., which paid 
$400 a share for 5,250 shares of stock 

Philip LeBoutillier, Jr., former pres- 
ident of Ottawa River Paper Co., has 
purchased all outstanding stock of 
Hixon-Peterson Lumber Co., which 
has yards in Ohio and Michigan. The 
Toledo yard of the lumber firm will 
operate until its builders’ supplies are 
exhausted. Three large and four small- 
er yards, all outside Toledo, will be 
offered for sale to the individual 
managers, says LeBoutillier. 

Carlon Products Corp., Aurora, 
Ohio, producer of plastic pipe and 
fittings, has purchased the assets of 
the United Pipe and Tube Co., Lub- 
bock, Tex., advises William L. Abram- 
owitz, president of Carlon. The acquisi- 
tion is a part of Carlon’s current 
expansion program, which during the 
past six months has included construc- 
tion of new million-dollar facilities at 
the Aurora headquarters and con- 
struction of a new extrusion plant in 
Compton, Calif. 

A warehouse for the distribution of 
the Roddis line of building materials 
was recently established in the Bal- 
timore area, reports Jay Wallenstrom, 
vice-president, Roddis Plywood Corp., 
Marshfield, Wis. Located at 2020 


Mosher St., Baltimore, the warehouse 
has 22,000 square feet of floor space. 

Koppers Co., Inc., Pittsburgh, will 
begin construction of a new research 
center this year at Monroeville, 
Penna., reports Dr. Paul W. Bach- 
man, vice-president and director of 
Koppers research and development. 

Addition of 20,000 square feet of 
plant space now under construction 
will double his firm’s production of 
builders’ hardware and other metal 
products, says Severin Fayerman, vice- 
president, Baldwin Hardware Mfg. 
Co., Reading, Penna. The new addi- 
tion, which will cost over $100,000, 
is scheduled to open in April. 
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Weather Ahead? Ask Knecht's 

A weather forecasting chart at the 
Knecht Lumber Co., Rapid City, 
S. D., is attracting the favorable at- 
tention of contractors, farmers and 
ranchers as well as the general public. 

The chart (see above photo) fore- 
casts the weather two months in ad- 
vance. Weather information is sup- 
plied by a Denver concern and costs 
Knecht’s $500 a year. 

“Our ranch and farm trade appre- 
ciate this service as any forewarning 
of adverse weather is not only bene- 
ficial to their building program, but 
helps them care for their stock,” says 
Bob Knecht. 

“It’s surprising how accurate this 
chart has been,” added Knecht. “It 
has helped us schedule our own build- 
ing program.” 

(For name of this forecasting serv- 
ice, write American Lumberman, 59 
East Monroe St., Chicago 3, Ill.) 


Illegal Grade-Marking in Miami 


A Miami, Fla., retail lumber com- 
pany has been permanently enjoined 
from infringing upon the registered 
trade mark “SPIB” of the Southern 
Pine Inspection Bureau. 

The decree from the United States 
District Court for the Southern Dis- 
trict of Florida was based on an in- 
junction suit brought against the re- 
tail company, alleging that it had used 
SPIB grade-marking stamps without 
authority on lumber delivered to sev- 
eral Miami housing projects. 

Upon learning of the unauthorized 
use of the stamps, the Dade County 
Zoning and Building Department is- 
sued stop orders to builders, requiring 
examination by SPIB_ inspectors of 


the open framework of houses under 
construction. All below-grade items 
bearing unauthorized marks were 
either replaced or doubled-up by the 
contractor. 


A. S. Boisfontaine, secretary-man- 
ager of the Southern Pine Inspection 
Bureau in New Orleans, pointed out 
that the SPIB mark is registered un- 
der the federal trade marks act. 


“Everyone in the lumber business 
should know that its use is confined 
to mills that have met rigid tests as to 
grading efficiency and have been li- 
censed to use the mark, subject to 
continued checks by Bureau _in- 
spectors,” he said. 
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e Builders, decorators, architects and hundreds of dealers stand behind Barclite...the high-profit 
fiberglass panel! 

Barclite Decorative Panels are lightweight, translucent, and so flexible they install with ordinary 
hand tools. Unbelievably low in cost, Barclite is used hundreds of ways...room dividers, sliding 
doors, dropped ceilings, skylights...in homes, offices, restaurants, stores, beauty shops — every- 
where! Hundreds of reasons why Barclite will be your big money-maker twelve months out of the 
year! 

Contact your distributor for free color literature and samples of this unique new product as well as 
information on our dynamic sales aids. 

BARCLITE CORPORATION OF AMERICA*, Dept. AL-2, Barclay Building, New York 51, N.Y. 


“AN AFFILIATE OF BARCLAY MANUFACTURING CO., INC. 
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30% Cut in Freight Rates Won 
Temporarily in California 


Following a refusal by Federal 
Judge Willis Ritter in San Francisco 
to restrain four major railroads from 
putting into effect lower freight rates 
on lumber and lumber products, the 
California Public Utilities Commis- 
sion has issued a ruling approving a 
30% slash on freight rates for car- 
load shipments of lumber traveling 
within California. 

The reduction was granted on an 
interim basis, pending a later deci- 
sion on permanent rates. A similar 
reduction in interstate charges took 
effect December 20th and the state 
agency acted so that northern Cal- 


ifornia lumber producers would not 
have to sell at a disadvantage. 

A large rate differential would 
have permitted buyers in southern 
California to purchase more profit- 
ably from Oregon suppliers. The re- 
straining order which Judge Ritter 
refused to issue was sought by north- 
ern California mills and _ trucking 
firms who contended the new rates 
would ruin their business. 

The new rates apply to the haul- 
ing of lumber between Oregon and 
California, also California mills to 
deliveries within the state and be- 
tween California and Arizona. 


Low-Cost Kitchen Design Service 


Fear of customer dissatisfaction 
keeps many dealers from jumping into 
the profitable packaged kitchen busi- 
ness, according to LIVING for Young 
Homemakers magazine. 

This fear, it is said, stems directly 
from a feeling of inadequacy in crea- 
tive design and planning. 

To overcome this handicap, the edi- 
tors of LIVING have set up a complete 
kitchen-laundry design service. Ex- 
perts will create individual plans to re- 
model any existing kitchen or to plan 
a kitchen-laundry area in a new home. 


By relieving you of design worries, 
the service lets you concentrate on sell- 
ing, the editors explain. 

Charges for the service are $10 for 
each black and white rendering, floor 
plan and elevation or $15 for full- 
color. 

The service is available to dealers 
from selective appliance manufactur- 
ers. For details write Arthur Johns, 
Co-ordinator, Kitchen Appliances and 
Equipment, LIVING-Designed Kitch- 
en-Laundry Center, 230 N. Michigan 
Ave., Chicago 1, Ill. 


Workshop Dealer Reports Results 


To Art Hood, Chairman of the Editorial Board 
American Lumberman, 59 E. Monroe St., Chicago 
We have had some outstanding results after putting into effect some of 
your suggestions at the management workshop in Winnepeg in February, 
1958. I would like to list a few of these for your information. 
. Increased our sales in 1958 by approximately 15%. 
. Increased our gross and net profits in 1958 by approximately 50%. 
. Joined with the accountant and president of this firm to buy the 
controlling interest. Every employe now owns some stock in the 


company. 
. Doubled our sales force. 


. Instituted weekly sales meetings for the entire sales personnel and 
yard foreman at 7:30 a.m., Mondays. 
. Bi-monthly staff training meeting twice monthly on Wednesday 


evenings. 


. House-to-house survey on home improvements on which we're hav- 


ing 20% returns on calls. 


. Subscribed to American Lumberman for inside and outside sales 


force. 


. Subscribed to Lumber Dealers Merchandising Institute and find 


this most helpful. 


. Three inside salesmen taking P. O. Larson training course and will 
shortly go to Minneapolis for the drafting course. 
. Subscribed to Adams Differential Estimating course for key man. 
—J. E. Sprinkle, Manager, Northern Builders 
d 


Sales, L 


Fort William, Ont. 
pte Stas i eae ea 


HAPPY WINNER—Frank J. Verasco (left, 
above) president of General Lumber Co. 
of New Jersey, in Hoboken, is congratu- 
lated by Robert B. Wolin of Barclay 
Manufacturing Co. Inc., for winning a 
color TV set in the ‘‘Name the Knight" 
contest. The state-wide consumer contest 
stepped up sales of prefinished plasti- 
coated panels and increased store traf- 
fic, Verasco said. 


Women Say They Want 2-Story 
Or Split-Level Homes 

An overwhelming preference for 
homes with more than one level was 
expressed by delegates to McCall’s 2nd 
Congress on Better Living. 

Four out of 100 of the housewife 
delegates now live in a_ split-level 
house. But 25 out of 100 want a split- 
level as their next home. 

Although more than half the dele- 
gates are now living in a one-story 
house, just four out of 10 want their 
next home on one level. 

The women said they thought that 
houses with more than one level have 
more privacy, better value, utmost 
utilization of space. 

“I want my bedroom area away 
from my living area. It seems like the 
living areas in a one-story -are running 
together all the time. I can’t seem to 
keep areas separated.” These were typ- 
ical remarks of a one-story home- 
owner. 

One aesthetic homemaker said her 
reason for wanting a two-story home 
was to look out of the window and 
see the treetops. 


M-D Wins Packaging Award 


Macklanburg-Duncan Co., Okla- 
homa City, Okla., won top honors at 
the recent packaging show held in 
Chicago by the Society of Industrial 
Packaging and Materials Handling 
Engineers. The specially formed box- 
es, used by M-D to ship many of 
its building specialties, won first prize 
in Class 5-General Packaging and was 
also named special runner-up for the 
Best of Show award. The prize- 
winning shipping package was de- 
veloped by C. D. Forbes, M-D’s 


« traffic manager. 
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BRUCE LAMINATED BLOCKS 
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A floor 
that talks 


This solid Oak floor says to the 
home buyer: “Here is smart style 
and quality construction.” And 
that’s the kind of talk that 

starts sales! The geometric 
pattern of a Bruce Block Floor is 
appropriate for the casual 
atmosphere of contemporary 
homes or the formality of 
traditional design. These 
Unit-Wood Blocks are available 
with the famous cost-saving 
Bruce factory finish or for 
on-the-job finishing. Lay 

in Everbond Mastic over any level 
subfloor or old floor. Write for 
color booklet. See our catalog in 
Sweet’s Files. 


E. L. BRUCE CO. 


Memphis 1, Tennessee 
Bruce 
® Block 


Hardwood Floors 


/ Valirally 6 sailed 


BRUCE FIRESIDE PLANK BRUCE STRIP 








Foresee Merger of Northwestern and 
Independent Associations by 1960 


Working quietly behind the scenes, 
a group of prominent dealers in the 
upper middle west are developing a 
program to consolidate the North- 
western Lumbermans Association and 
the Independent Retail Lumber Deal- 
ers’ Association. Minneapolis is head- 
quarters for both associations. 

There are many _ organizational 
problems to be solved before a new, 
single dealer group is formed. How- 
ever, the new organization is expect- 
ed to take over by 1960, at the latest, 
an informed source predicted. 

Northwestern with about 2,100 
members is one of the largest dealer 
groups in the country. It dropped out 
of the National about seven years 
ago, contending it wasn’t getting 
enough service for its annual dues as- 
sessment by NRLDA. William H. 
Badeaux is executive secretary. 


Many small dealer members felt 
that Northwestern’s policies were 
largely dominated by the big line yard 
organizations. This dissatisfaction led 
to the organization of the Indepen- 
dent Retail Lumber Dealers’ Associa- 
tion, a regional member of NRLDA, 
with Edwin W. Elmer as executive 
secretary. 

Solicitation for exhibit space for 
each of the two conventions has led 
to increased grumbling on the part of 
manufacturers. A large number of 
lumber dealers are members of both 
associations. 

Selection of a suitable executive for 
the new association is just one of 
the many problems faced by a joint 
committee of the two groups. Mem- 
bers feel that a new man with ties to 
neither group is necessary. 


To Step Up Profits, Miami Dealers 
Will Try Entirely New Markets 


But one yard goes the other direction—will trim lines this year. 


Working in a fiercely competitive 
area, dealers in metropolitan Miami, 
Fla. and suburbs nevertheless expect 
a good year in °59. Some dealers are 
planning to develop new markets. 

“We are working on a _ location 
for another yard,” reported Thomas 
Bailey, Jr., president, Bailey’s Lumber 
Yards. “In time, we'll have a lot of lit- 
tle feeder yards in the shopping areas. 

“Just recently we acquired a steel 
cutting setup, which makes us very 
competitive with the steel companies 
and we are selling as much as 75 tons 
a month of reinforcing steel.” 

Bailey said his firm is considering 
going into the concrete and block 
business and will put more emphasis 
on remodeling business. 

“I feel the recession is over for 
lumber dealers,” added Bailey. “Un- 
less something drastic happens, I'd say 
1959 is going to be our biggest year. 
We anticipate winding up with about 
3% net profit for our past fiscal year. 
Business the past 90 days has been 
extremely good. The upswing has 
been general, not particularly notice- 
able in any one department.” 

The Eastern Airlines strike hurt 
Home Lumber & Supply Corp., Hia- 
leah, reported president Sol Cramer, 
who said volume for ’58 was about 
10% higher, but profits down slightly 
from °57. 

“We plan to add new lines, particu- 
larly in hardware and specialty lines 
in which there are high profits,” said 
Cramer. 

Clifton Rose, president, Arch Creek 
Lumber Co., North Miami, said he 
plans to look into the truss business 
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as one means of increasing his prof- 
its this year. He said both his volume 
and net profits were down last year. 
Fewer lines. Emery B. O'Neal, vice- 
president, Cheely Lumber Corp., Mi- 
ami, takes a different position on ex- 
pansion. To improve net profit this 
year, he plans to raise prices and re- 
duce the number of lines handled. 
O’Neal reported improved business 
in all departments in the last three 
months. He blamed a slight decline in 
business last year to “a very bad price 
situation—foolish competition.” 


CONSUMER PACKAGE FOR REDWOOD 
—New low-cost redwood ‘Thrift Panel’’ 
by Union Lumber Co. is wrapped at 
mill in yellow poiyethylene-coated kraft 
paper, ideal for handyman pick-up 
trade at retail yard. Panels are 7’ and 
8’ in length, 4” and 6” widths. Each 
section is tongue-and-grooved with one 
surfaced face and the other smooth- 
sawn. The mill's ‘‘Noyo”’ brand redwood 
in upper and better grades will also be 
wrapped in the future. Recommended in- 
ventory for a dealer is 1,000-feet surface 
of each width. 


Rabbit Keeps ‘Em Jumpin’ 

When is a sign more than a 
sign? The answer, believes Hous- 
ton’s Maynor Lumber Com- 
pany, is when it contains some- 
thing more than a sales message. 
Like this rabbit—all 14 feet of 
it—that calls attention to the 
yard’s flourishing do-it-yourself 
department. 

Owner Charles May thumbed 
through a packet of patterns 
sent out by a wallboard com- 
pany a couple years back and 
ran across this gay rabbit with 
the egg-shaped sign area. He 
scaled the pattern from the 11”x 
812” sketch and cut the figure 
from hardboard. 

“You’d think being a lumber- 
yard that we'd avoid the pitfalls 
of do-it-yourself,” joked May, 
“but sure enough, we almost 
had to tear down the warehouse 
to get the rabbit outdoors after 
it was finished!” 

Most of all, the sign attracts 
childrens’ attention as _ they 
drive with their parents along 
the busy street in front of the 
yard. The unusual sign has even 
attracted comment to the point 
where May has been asked to 
rent out the rabbit for party 
occasions. 











Egan Directs Workshop 
for Jobbers’ Salesmen 


Wholesale salesmen of the Great 
Lakes Distributing Corp., South Bend, 
Ind., building products distributor, re- 
cently attended a two-day sales train- 
ing workshop directed by John Egan, 
sales promotion manager of Wood 
Conversion Co. 

“This is a fine example of manu- 
facturer-wholesaler relations,” com- 
mented J. F. Dillon, Great Lakes vice- 
president for sales. “Egan’s work with 
our salesmen is designed to up-grade 
their sales technique and will help in 
merchandising all our lines, not mere- 
ly the products made by Egan’s firm. 
We feel they will be more effective 
in working with dealers to boost sales 
at the retail level, too.” 

Training aids included films and 
technical and sales how-to-do-it data 
compiled by Egan over a period of 
years. Ample opportunity during the 
two-day session was given salesmen to 
practice the techniques described. 
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Dealers Invited to Join 
Lowe’s Store Program 


The Associate Store Program of 
Lowe’s, large lumber and hardware 
chain in the southeast, is now ready 
for further expansion. 

“We have had almost 18 months’ 
experience with the program in six 
locations,” said Michael Brown of 
Lowe’s. “Now that we know it is a 
mutually profitable arrangement, we 
plan to expand it this year.” 

Capital required by the retail lum- 
beryard is $30,000. The dealer then 
can purchase from Lowe’s on favor- 
able terms. The plan is similar to West- 
ern Auto Stores and other similar as- 
sociate organizations. 

Present Lowe associate stores are 
located in Hazelwood, Hickory, San- 
ford, Rocky Mount, and Marion, N. C. 
and Danville, Va. Selected franchises 
are available in North Carolina loca- 
tions. 

For more information, contact R. 
L. Strickland, Lowe’s, PO Box 1111, 
North Wilkesboro, N. C. 


House Costs Up 


Two wage increases for carpenters 
this year, one last January and an- 
other on July 1, will be a factor in 
raising the prices of new homes on 
Long Island, N. Y. about 5% this 
year, according to the Long Island 
Home Builders Institute. 

Wage increases for other building 
mechanics, higher costs of some build- 
ing materials and an increase in mort- 
gage interest rates are part of the ris- 
ing costs picture. 

Development houses on Long Island 
have generally been below the price 
levels of most metropolitan suburban 
areas. 





—Courtesy Rapids-Standard Co. 


IT’S A LONG, LONG ROLL for lumber 
from rail car into shed of Strong's 
Lumber & Coal Co., South Rockwood, 
Mich., but savings of $8-$10 in unload- 
ing are reported by dealer as result of 
aluminum conveyor system. Power con- 
veyor feeds lumber onto gravity con- 
veyor with total length up to 110 feet. 
Two men, one in boxcar and one in 
shed balcony, unload 25,000 feet of 
lumber easily in an eight-hour day. 
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Meet us at: 
© HIP Show, Coliseum, NYC (Booth 194) 
© Middle Atlantic Lumber Dealers, Haddon Hall, 
Atlantic City (Booth 830) 


SCREENING #4 


THAT NEVER 
GROWS OLD! 


Come see the insect screening that really offers protection 
PLUS! Defies weather, salt spray, chemical fumes . . . any- 
where, any time! 

VINALUME has a core of solid aluminum wire cladded with 
a tough waterproof vinyl coating by a new process, Proved 
best by four years of salt spray and weather tests. Amazingly 
light in weight and easy to handle. 

It’s the screening of the future . . . available TODAY! 


See — IN ACTION — the loom that 
revolutionized Insect Wire Screening Production! 


See this compact, new loom in operation, the loom referred 
to as “the greatest advance in wire screening production.” 
Watch the fast, bobbinless method of inserting the “fill” 
wires. Test the improved, stronger selvage. And, note the 
unequalled, all-over 
uniformity, eye-ap- 


of the screening. 


peal, and the flatness ny 
Fr 
4 


eF 
NOTE: 

From here on, all 

OPAL Aluminum 

Wire Screening will 

be woven on_ these 

fast, efficient looms 

to give consumer the 

most uniform screen- 

ing possible, 


Registered trademark of the New York 
Wire Cloth Company, York, Pennsylvania 


NEW YORK WIRE CLOTH COMPANY 


YORK - PENNSYLVANIA 


Circle No. 16 on Handy Cover Card 





Fight Expected Over Big Housing Bill 


Administration and Democrats lock horns over housing 
needs; Presidential veto possible. 


By Hugh L. Morris 
Washington Correspondent 

Swift-moving action planned by 
leaders of the Democratic-controlled 
Congress would place before Presi- 
dent Eisenhower by mid-February an 
omnibus housing bill greatly in ex- 
cess of what he has asked. 

It will be the testing ground of a 
struggle over federal mfr and 
the Administration’s precariously bal- 
anced fiscal 1960 budget. 

The timetable called for short hear- 
ings, with testimony limited to new 
provisions of an up-dated version of 
the 1958 housing bill and floor votes 
no later than the second week in 
February. 

Should the carefully laid plans fall 
through, other provision would be 
made to keep alive the FHA, urban 
renewal and college housing pro- 
grams until an acceptable bill could 
be passed and signed into law. 

The White House had requested a 
quick joint resolution to extend these 
dwindling programs until June 30. 

It would have provided six billion 
dollars in FHA insurance authority; 
200 million dollars for college hous- 
ing; also 200 million dollars for urban 
renewal (including 100 millions to re- 
plenish the President’s discretionary 
fund, which was tapped to meet cur- 
rent demands). 

If Democrats reconcile their dif- 
ferences on an Omnibus bill, the big- 
gest threat would be a Presidential 
veto. They do not have quite the two- 
thirds majority that would be needed 
to override it. 

In his budget, President Eisen- 
hower trimmed down the housing 
program recommended last year and 
emphasized “comprehensive long-run 
changes” designed to utilize more 
private, local and state financing. 

Democratic housing bills differ in 
many respects, but all are more lib- 
eral than the one which Eisenhower 
threatened to veto last year. 

Here are major differences in the 
housing bills: 

Urban renewal—President Eisen- 
hower proposed a six-year, 1.35 bil- 
lion dollar program, the same as last 
year. Capital grants would amount to 
250 million dollars in each of the 
first three years and 200 million dol- 
lars in each of the last three. The 
federal share of the net cost of pro- 
jects would decline from two-thirds 
in 1960 to 60% in 1961, 55% in 
1962 and 50% in 1963. 

Sen. John Sparkman (D), Ala., 
chairman of the housing subcommit- 
tee, asked in his 1959 omnibus hous- 
ing bill (S. 57) for a six-year pro- 
gram with annual capital grant au- 
thorization of 350 million dollars 
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which could be increased by 150 mil- 
lion dollars in any one year. 

Sen. Joseph Clark (D), Pa., a mem- 
ber of the housing subcommittee, 
proposed (S. 193) 600 million dol- 
lars a year for 10 years. This is the 
program generally supported by vari- 
ous groups of city officials. 

Rep. Albert Rains (D), Ala., chair- 
man of the housing subcommittee, 
introduced an omnibus bill which 
called for 500 million dollars a year 
for three years with a 100 million 
dollar accelerator clause. 


FHA mortgage insurance authority 
—President Eisenhower: six billion 
dollars to last until June 30 and un- 
limited authority beginning with the 
1960 fiscal year on next July 1. 

Sparkman: four billion dollars un- 
til June 30 and another four billions 
to become available July 1. 

Rains: the amount left vacant pend- 
ing hearings on need. 


Public housing—President Eisen- 
hower: no new units. He said the 


585,000 units built or committed 
would meet “most of the demand. 
. . .by low-income families displaced 
by highway construction, urban re- 
newal or similar governmental action 
in the next few years.” 

Sparkman: extend 35,000 units 
available in 1956 to July 1, 1960, 
the 35,000 available in 1957 to 1961 
and add 17,500 for 1963. 

Rains: 35,000 units a year. 

In another area, Sparkman and 
Rains would extend the par purchase 
requirement on_ special assistance 
mortgages bought by the Federal Na- 
tional Mortgage Association; Mr. 
Eisenhower said it was “unrealistic.” 
Rains also would add 500 million dol- 
lars to FNMA’s low-cost housing 
program. 

The President requested permanent 
authority for FHA to insure home 
improvement loans, extension of the 
Voluntary Home Mortgage Credit pro- 
gram and a flexible interest rate on 


‘VA-guaranteed home loans for vet- 


erans. 

On the more controversial pro- 
grams, Sparkman planned to hold 
hearings later in the year for pos- 
sible passage next year. 





Sales Go Up 34% While Number Of 
Items Are Reduced 22% 


Faster turnover and more dollar 
volume per foot of store space has 
been achieved for measuring devices. 

Research by Lufkin Rule Co. re- 
vealed that twenty-one basic types of 
rule items would answer as much as 
95% of retail store sales. This led to 
the wall display of measuring tools 
pictured below, which organizes stock, 
eliminates duplicates and reduces in- 


COMPLETE DEPARTMENT of measuring 
tools is available in display which hooks 
on your perforated board wall, ac- 
cording to the Lufkin Rule Co. 


ventory investment. 

The circular display panel is part of 
Lufkin’s “Turnover Target” plan for 
dealers. You receive one each of 21 
items, a stock and price list, order 
forms, the display and other sales 
aids. The only dealer charge is for 
the merchandise, which is $25.53 and 
has a list value of $51.06. 

Lufkin’s new plan ties in with trends 
in the retail hardware industry to cut 
duplicating stocks—including different 
brands in the same price and quality 
class. Investment in slow-movers and 
duplicates is said to be one of the 
prime reasons for recent declines in 
dealer net profits. 

During tests at retail stores, the 
Lufkin Turnover Target plan stepped 
up sales of measuring tools 34%, 
while the number of items carried 
was reduced 22%. Two of the test 
stores showed increased sales of over 
150% in measuring devices, it is 
reported. 

A new stock record card and retail 
price list is divided five ways—tape 
rules, folding rules, measuring tapes; 
replacement lines; packaging. A_re- 
placement blade selector pull-out chart 
is also given with each display. Dis- 
tribution is 100% through jobbers. 
For more information write Lufkin 
Rule Co., Dept. AL, Saginaw, Mich. 
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New International 340 Utility 
tractor has the built-in brawn to handle 
4,000 pound loads with rear-mounted 
fork lift. 
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Fork lift: Harlo 


NEW INTERNATIONAL 340 UTILITY... 


6 SPEEDS...COMING OR GOING! 


Now the brawny, economical International 340 Utility 
Tractor can speed up fork lift work even more! New Fast 
Reverser unit provides an opposite speed in each of the 
normal five forward and one reverse gears . . . a range of 
six speeds from 1.8 to 16 mph in one direction, 2.2 to 19.5 
mph in the other. 

Working in narrow aisles and other cramped quarters, 
you can shuttle back and forth at time savings up to 30 
per cent, compared with a single reverse speed, or taking 
time to turn the tractor around. Time savings go up and 
materials handling costs go down when you put an Inter- 
national 340 Utility tractor with fork lift and Fast Re- 
verser on the job! 

For name of your IH dealer, write Inter- 
national Harvester Company, Dept. AL-2, 
P. O. Box 7333, Chicago, Illinois. 


e See your 


INTERNATIONAL 
HARVESTER dealer 


International Harvester Company Products pay for themselves in use 
—Farm Tractors and Equipment Twine Commercial Wheel 
Tractors .. . Motor Trucks Construction Equipment —General Office 


Chicago 1, Illinois 


1 


Fork lifts for the international 340 Utility are 
available with lifting heights of 9, 10'%, 124, 16%, or 
20% feet. Forks are easily interchanged with a '/2-cu 
yd materials bucket, dozer blade, etc. 





OPPORTUNITY KNOCKS--AGAIN 
with Masonite's ‘Qhoweake of Fomous Brandi 


model home promotion 


Once more—your chance to reach new volume 
and profit heights with a complete, preplanned 
model-home promotion. 

e The largest, most successful single business- 
getting idea ever designed for lumber dealers 
..and their builder customers. 

e A two-million-dollar program in 1958, ‘“‘Show- 
case’’ promises to be even bigger in the dynamic 
1959 housing market. 

e A totally new concept in brand-name merchan- 
dising. A literal ‘“‘in-the-home’”’ display room for 
your business. 

e Brings you not only added contractor business 
but many new orders and inquiries for altera- 
tions and remodeling. 


FREE! Your name in LIFE magazine— You'll find 
“Showcase” the biggest big-ticket business builder 


for 1959. And we’ll help you with a complete, 

field-tested promotion package to make it a suc- 

cess. You’ll get such items as: 

1. Twelve ‘‘Living Core’? home plans (five more 
than last year) with working drawings, specs 
and bill of materials. 

. An idea-filled ‘‘how-to”’ booklet, giving a step- 
by-step procedure for financing, locating, con- 
tracting, promoting and follow-up. 

. Big promotion kit: signs, cards, leaflets, ad 
mats, radio and TV scripts—the works! 

. A free listing of your model-home location and 
your firm’s name in Masonite’s big “‘SShowcase”’ 
ad in LIFE, to run during National Home Week 
next September. 

Don’t wait! Send the coupon for the complete, 

profit-punctuated story of Masonite’s ‘““Showcase 

of Famous Brands.” Do it now! 


Some of the 12 “Showcase” homes designed by the well-known architect Rudolph Matern, A.I.A. 
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Crowds, crowds, crowds! This is a typical scene during an 
open house of one of last year’s “Showcase’”’ homes. 





Read what dealers have to say about their 1958 
“Showcase” homes: 

‘Better than one person out of seven in the trading 
area attended.’”’ Montana dealer. 

** ‘Showcase’ can account for 36 remodeling jobs and 
a dozen serious new-home prospects.”’ Arkansas dealer. 

“8500 enthusiastic visitors during National Home 
Week.”’ South Dakota dealer 

“Eight house jobs sold to date, and 60 remodeling 
prospects.’ Michigan dealer. 

“The builder fell in love with it, so bought it for him- 


Create a living display for such self.’’ Massachusetts dealer. 


appealing items as Masonite® 
Royalcote® panels (above) and the 
exciting new Masonite Panelok wail 


system (below). a » 
asad MASONITE & iS 


CORPORA 


®Masonite Corporation—manufacturer of quality panel products. 


MASONITE CORPORATION 
Dept. AL-2-2, Box 777, Chicago 90, Ill 


Please rush me details of your “Showcase” promotion for 1959. 





Address . . 
Beanie © 0,4 State 


County 
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New Faces in the Industry for 1959 


The beginning of 1959 has been 
sparked by numerous appointments 
and promotions of executives by 
lumber and building materials firms. 
In the dealer industry, for example, 
many changes were made by the 
Boise Cascade Corp., Boise, Idaho. 

“During the past two years, the 
consolidated sales volume of Boise 
Cascade has approximately doubled 
and we have established operations 
in a number of new industries,” re- 
ports president R. N. Hansberger. 
“This growth has resulted in the 
creation of a number of additional 
divisions and subsidiaries within our 
corporate structure.” 

A. E. Montgomery, vice-president 
of Boise Cascade, is relinquishing his 
responsibilities as general manager 
of the retail division in order to as- 
sume the additional office of chair- 
man of the board of the wholesale 
subsidiary, Morrison-Merrill & Co., 
said Hansberger. T. T. Sneddon was 
named assistant vice-president and 
general manager of the retail division 
and Robert J. Cox now becomes 
president as well as general manager 
of Morrison-Merrill. 

“In order to consolidate the ad- 
ministration of our finance subsidiary, 
Construction Finance Co., with the 
financial activities of Boise Cascade, 
CFC has been transferred out of the 
retail division and into the Boise 
Cascade Financial division,’ added 
Hansberger. 

“Our two western Redi-Mix sub- 
sidiaries, Western Redi-Mix Products, 
Inc., of Meridian and Western Redi- 
Mix Products, Inc., of Oregon, are 
being transferred out of the retail 
division.” 

Other important executive changes 
within the industry include the fol- 
lowing new appointments and _ pro- 
motions: 

* Clyde S. Gischel, director, market- 
ing and sales, The Stanley Works, New 
Britain, Conn. 

* Thomas Fuller, vice-president, 
Thomas Industries, Louisville, Ky. 

* Leonard L. Hank, board of direc- 
tors, National Gypsum Co., Buffalo, 
NY. 

* William J. Strandwitz, Jr., executive 
vice-president and a director, Capitol 
Products Corp., Mechanicsburg, Pa. 

* Robert E. Mahaffay, general man- 
ager, West Coast Lumbermen’s Assn., 
Portland, Ore. 

*« M. L. Courington, Jr., merchandis- 
ing manager, roofing sales dept., The 
Celotex Corp., Chicago. 

* James V. Coupe, general sales man- 
ager, Richardson Lumber Co., Denver, 
Colo. 

* Kermit C. Swanson, merchandising 
manager, Georgia-Pacific warehouse 
div., Portland, Ore. 

¢ President Hubert H. Emmons, Mis- 
sissippi Valley Hardwood Sales Co., 
has been elected president, Lumber- 
men’s Club of Memphis for 1959. 

* F. W. Huffman, manager, market 
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development and sales training, insula- 
tion div. and building products div., 
Armstrong Cork Co., Lancaster, 
Penna. 

* Paul Malcolm, sales manager, Gur- 
don (Ark.) Lumber Co. 

* J. Thomas Cox, manager, Binswang- 
er & Co., Greensboro, N. C 

* Donald L. Benson, manager, 
NLMA’s Wood Information Center, 
Washington, D. C. 

* Glen W. Simon, merchandising and 
promotion manager, NLMA’s Wood 
Information Center, Washington, D. C. 
* Robert Marack, vice-president and 
general manager, Alexander Ware- 
house & Sales Co., Chicago, who suc- 
ceeds I. K. McClatchie, retired. 

¢ President Murrell Spence, Nudor 
Mfg. Corp., North Hollywood, Calif., 
has been elected president of the Slid- 
ing Glass Door & Window Institute for 
1959 at the institute’s annual meeting. 
Elected to serve with him were George 
Radford, Radford Supply Co., first 
vice-president; Charles T. Walker, 


T. V. Walker & Son Mfg. Co., second 
vice-president; and Chuck Munson, 
Ador Sales, Inc., treasurer. 2 
* Arthur H. Mohrhusen, vice-presi- 
dent in charge of sales and advertising, 
Bruning Brothers, Inc., Baltimore, Md. 
¢ Elmer F. Twyman, senior vice-presi- 
dent in charge of materials handling 
operations, The Yale & Towne Mfg. 
Co., New York City. 

* George R. Metzdorf, manufacturing 
vice-president, Capitol Products Corp., 
Mechanicsburg, Penna. 

* Rhys L. Stanger, manager, asphalt 
and asbestos products sales, The Rub- 
eroid Co., New York City. 

* Keith E. Hall, general manager, in- 
dustrial market sales, Reynolds Alu- 
minum Sales Co., Richmond, Va. 

¢ Alfred H. Williams, Jr., general 
manager, architectural and building 
products market sales, Reynolds Alu- 
minum Sales Co., Richmond, Va. 

* J. V. Williams, Inglewood, Calif.. 
west coast representative, Hardwood 
Corp. of America. 

* R. B. Schoonmaker, assistant gen- 
eral sales manager, A. C. Dutton Lum- 
ber Corp., Poughkeepsie, N. Y. 


Memphis Yard Separates Retail and 
Wholesale-Component Divisions 


Jordan Sales Co., Memphis, Tenn., 
wholesaler, is being expanded and 
separated from the retail yard opera- 
tion of Jordan Lumber Co., accord- 
ing to Herbert P. Jordan, president 
of both firms. 

Retail operations are being concen- 
trated at 1129 Florida Ave., Mem- 
phis. The Jordan Sales Co. is located 
at 2185 Lamar Ave. To free capital 
for expansion of the wholesale opera- 
tion, Jordan closed its retail yard at 
Frayser, Tenn. 

Will make 


components. Jordan 


said that the wholesale firm’s prefab 
component assembly work includes 
wall panels, roof trusses structural 
window units, structural door units 
and semi-assembled house frame. 

Other products distributed by the 
Jordan Sales Co. include lumber, ply- 
wood, and millwork. 

“Wholesale distribution outside of 
Memphis and Shelby County will be 
to dealers only,” Jordan explained. 
“We will actively serve dealers in west 
Tennessee, as well as those in Ala- 
bama, Mississippi, Arkansas, Ken- 
tucky and Missouri.” 


Five Hand Tool Firms Indicted 


On Price-Fixing Charges 


Five hand tool firms doing a total 
of more than $30 million annually 
have been indicted by the Justice De- 
partment. They are charged with con- 
spiring to fix prices and_ elimi- 
nate competition in the sale of their 
tools. 

The firms indicted were: Borg- 
Warner Corp., Chicago; Union Fork 
& Hoe Co., Columbus; True Temper 
Corp., Cleveland; Wood & Shovel Co., 
Piqua, Ohio, and McDonough Co., 
Parkersburg, W. Va. 

The indictment charged that these 
firms conspired to maintain uniform 
prices, to standardize specifications, to 
adopt uniform shipping terms and 
freight charges and to require jobbers 
to adhere to resale prices fixed by 


the companies. 

If found guilty, each of the defen- 
dants is subject to a maximum fine 
of $50,000. Four officers of the firms 
named in the indictment, if found 
guilty, could be subject to prison 
terms of one year each. 

Speaking for the company and two 
company Officials cited in the indict- 
ment, J. C. Goddard, vice-president 
and secretary of True Temper Corp., 
said: 

“We haven’t seen the indictment 
and won’t make any comment until we 
have had a chance to study the 
charges.” Spokesmen for Union Fork 
& Hoe Co. were not available for 
comment. 
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Watch... 


American Lumberman, February 2, 1959 

LABOR RELATIONS is shaping up as the dealer's No. 1 problem for 1959. In 

talks with dealers they say unions are cocky, ambitious and aware that 

business is on the upgrade once again. 

Strikes and labor difficulties of suppliers affected us all, but our 

greatest concern is for the retailer, who often must negotiate with limited 

facts on his side of the table. We will bring you the latest news on 

labor relations, using our new network of correspondents in all parts of 

the country. Our coverage will begin in an early issue. 


INVENTORY POLICIES for the months just ahead must be guided by a careful study 
of basic trends noted this month. Shortages seem remote unless strikes 
develop and this seems a possibility in steel. Price increases are 
possible, but probably modest, because of excessive plant capacity. 
Delays in deliveries should be anticipated in certain lines, where 
manufacturers still don't seem to be convinced housing has really turned 
the corner. Some producers delayed decisions on promotion 4 to 6 weeks 
this year before firming up their plans. 


PACING POPULATION GROWTH, a record number of new retail stores will be opened 
this year. In the variety store field alone 10,450 new outlets are 
planned. Grocery supermarket people talk about a 10%-15% increase 
in stores. 


New stores in this industry will not match grocery Supermarts expansion, 
a 5%-10% increase is expected. Many dealers are just beginning to dust 

off new store programs shelved last year during the recession. Our mail 
is growing on new stores and the most significant trend is their larger 

size-—6,000 square feet or more compared to 2,500-3,000 feet just a 

few years ago. 


CHEMICAL FIRMS HAVE CASH programs underway for new building products. The new 
Koppers plastic core component wall, for example, has already been shown 
at the NAHB convention (AL Jan. 5). Dr. Leland Doan, Dow president, 
predicted last month that by the early 1960's his company would sell 
about $100 million dollars a year in the building field. Doan agreed 
that there were great possibilities for plastics in components of all kinds. 


Adhesives in many new forms for building are also anticipated. Prime 
reasons for growth are new products with great strength, which reduce 
labor for the application. 


EXHIBITORS AT NRLDA EXPOSITION are asked this month if they'd approve holding 
the big national dealer show at San Francisco in 1960. Still another 
question concerns having the show at Chicago every other year when not 
held in other parts of the country. 


Behind the scenes many exhibitors frankly feel it should be held at 
Chicago every year, because of the central location. Further they feel 
the NRLDA exposition might be scheduled either just before or after the 
NAHB Exposition to reduce exhibit transportation expenses. In back of 
their minds is a forlorn hope that retailing of building materials might 
in time be limited to one giant national exhibiting show. Participation 
at state shows would continue, but with limited or no exhibits. 


A MODEST INCREASE IN FREFAB output this year has been predicted by the 
Commerce Dept. The agency estimates that the total will rise from 
61,000 prefab wood homes in 1958 to 64,000 units in '59. The 1959 
estimate would be 6.6% of all one-family starts expected for the year. 
The prefab industry now can produce 200,000 homes yearly, according to 
the Commerce Dept. The agency definition of a prefab is limited to 
homes for which the entire house shell, including roof and partitions, 
is produced in a permanent plant. The prefab industry definition is 
more liberal, includes metal prefabs, stripped shell homes. In this 
way they claim 111,000 units for 1958, talk 140,000 homes this year. 
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CONCENTRATED , 


in the world’s biggest magazine 


Here’s the biggest, most unusual promotion ever launched for 
acoustical ceiling tile! Nu-Wood® Micro-Perf acoustical tile 
and other Nu-Wood tile products team up with Reader’s 
Digest in the biggest concentrated tile promotion in Wood 
Conversion history! 


Why Reader’s Digest? FAMILY 


Because it is the world’s largest magazine. Because it reaches the highest 
percentage of home-owner readers of any national magazine. Because it 

is read by the greatest total number of adult readers. Because readers 
believe and trust what they see in Reader’s Digest. 


CONCENTRATED 


in the months when tile sales are best 





A two-page spread to be followed by full-page advertisements— 
in color—will sell Nu-Wood acoustical tile in the Reader's 
Digest during the months of February, March, April and May. 
These are the months when the tile sale opportunities are greatest 
—when you, the dealer, can get the biggest share of tile sales 
and profits in a big, responsive market. 


New for ’59 


A NEW NU-WOOD ACOUSTICAL TILE...Conste//ation < 


Another Nu-Wood first in acoustical tile for lumber dealers. OO ae 
Striking new design, as shown in the attached insert, promises to : 

set new acoustical tile sales for you! You'll agree Constellation 

will be the brightest star in your Nu-Wood tile line. 
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__ NU-WOOD 

Micro-Pert NucWood Mic-Per/ as a er 

ACOUSTICAL ives a 3-dimensional effect resembling 
TILE ations are practically invisi 





NU-WOOD 
Constellation 


ACOUSTICAL 
TILE 


Out of the heavens above comes this new 
acoustical ceiling tile pattern—Nu-Wood 
Constellation: Myriads of tiny, varied-size 
perforations make this tile a gala decora- 
tive—as well as a sound-corrective—ma- 
terial. The secret is that each tiny ‘noise 
trap” employs the exclusive Micro-Perf 
process—the perforation widens out to 
form a sound-absorbing chamber below 
the tile’s surface. Sound is absorbed like 
a sponge soaks up water. 


TYPE: Acoustical 
with varied-size minia- 
ture perforations 
SIZE: 12” x 12’ tile 
FINISH: Cleanable, 
white, ‘ight-reflective 
and flame-resistant 
surface 





This Nu-Wood acoustical tile provides 

N U 7 WO 0 D an efficient way to give interiors modern 
R hl sound-conditioning control. The random 
andom drilling of various sized holes creates pleas- 
ing over-all patterns while the light-reflec- 

mwehecial tive Sta-Lite® finish adds new brightness 
and beauty to any room. Tile bevels are 

painted as an added feature. Nu-Wood 

ACOUSTICAL Random Pattern acoustical tile is ideal 
Tl a for both residential and 
commercial applications. 


TYPE: Acoustical 
: drilling 


= 12” x ws 12” x 
FINISH: Cleanable 
Sta-Lite; also available 


In flame-resistant sur- 
face 





NU-WOOD 
Regular 


Pattern 


ACOUSTICAL 
TILE 














TYPE: 


NU-WO00D 


Decorator 


(Fissure 
Design) 


Decorative, 2- 


color fissured pattern 
SIZE: 12” x 12’ tile 

FINISH: Cleanable, 
white, light-reflective 
and flame-resistant 


surface 


Now there’s a high-fashion look in ceil- 
ings! Nu-Wood Decorator tile with a sim- 
ulated fissure design, available in either 
gray or beige tones. This pleasing pattern, 
resembling travertine marble, was de- 
veloped by a leading decorator...colors 
were selected by a nationally known color 
clinic. Nu-Wood Decorator tile is ideal for 
covering old, cracked ceilings or for use in 

new construction. 





NU-WOOD 
Sta-Lite 
MEU 
surface 


TILE 


With its non-glare, white surface Nu- 
Wood Sta-Lite plain surface tile improves 
interiors three ways: builds, decorates and 
insulates. The Sta-Lite finish provides high 
light reflection without glare. Joints are 
all-purpose for quick and easy applica- 
tion with Nu-Wood clips, staples or 
adhesive. 


TYPE: Plain surface 
tile 
SIZE: 12° x 12’, 12° x 
24”, 12” x 24” cross- 
scored, 16” x 16”, 16” x 
32” 


FINISH: Cleanable 
Sta-Lite; 82% iight- 
reflecting factor 





Nu-Wood ® acoustical and ceiling tiles are widely used in 
new construction, as well as to cover up old, cracked ceilings. 
Applications are found in residential as well as in commercial and 
institutional buildings. Nu-Wood ceiling tile is quickly and 
easily installed by one of several methods, depending on job 
requirements. They are available with fiame-resistant surface, 
as required; may be readily cleaned or repainted. Nu-Wood 
acoustical tile absorbs up to 75% of the noise that strikes it. 
It soaks up noise like a sponge absorbs water. 


WOOD CONVERSION COMPANY 
First National Bank Building 
St. Paul 1, Minnesota 


Printed in U.S.A. 








Tam CONCENTRATED 


[it . on your customers 
IF TILES with these proved sales helps 


Wood Conversion Company goes all the way to help you 
cash in on this big acoustical tile promotion. 

















POINT-OF-SALE DISPLAY CUSTOMER LITERATURE 


product displays...colorful posters envelope enclosures, idea booklets 


NEWSPAPER AD MATS RADIO SPOT ANNOUNCEMENTS 


tying in with Reader’s Digest program for your local station 


PLU ey on-the-ground help from Wood Conversion Company representatives in staging 
your own local promotion! 


Acoustical ceiling tile is a “hot” product in today’s residential and commercial market. People want 
more quiet, more relaxation. That’s why you'll find Nu-Wood acoustical tile easy to sell. Remember, 
the big promotional push starts in February Reader’s Digest. BESURE YOUR NU-WOOD STOCK 
IS ADEQUATE! 


Cw) WOOD CONVERSION COMPANY 
ee 


First National Bank Building, St. Paul 1, Minnesota 
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OVERALL VIEW of unique lum- 
ber shed recently completed at 
Greeley, Colo. About eight 
tons of bolts, angle irons and 
TECO split rings went into the 
structure. 


“TREES” are each 12’ wide, set 
on a concrete foundation 6” 
above finish grade. The footing 
for each trunk is 3’ deep and 
10” wide with five pieces of 
half-inch rebar buried in the 
concrete. Bottom three arms 
are 3x8s with 30” clearance. 
The top arm is a 3x12 with 
7,’ clearance. 


Two Trees and a Roof for Dimension 


Lumber can be stored on the side racks as well as in the 
center aisle in the new “double tree” shelter at Boise Cas- 
cade Lumber Co., Greeley, Colo. 

At a cost of $23,000, the 48’ x 120’ structure has 24’ 
center black-topped center aisle and 18’ clearance in 
height. Aluminum will be applied to roof. 

Dimension lumber is transported from rail siding two 


blocks away, using a 6,000-Ib. capacity straddle carrier, ac- 
cording to Rube Mayer, manager. 

“Finish lumber will not be stored in the double tree, 
but we will be able to cover about 35,000 feet of dimen- 
sion,” he said. 

Similar double tree sheds are in use at Boise Cascade 
yards in Idaho Falls and Boise, Idaho. 
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Open-Type Sheds, Wrapped Outdoor 


Storage on Increase 





¢ ‘“Umbrella'’ and ‘‘tree'’ type sheds are popular, offer- Maden Wescuane 
ing access from sides. Many of these are simple ‘‘shel- 
Data on open-type structures in 


ters’’ built for slightly over $1 per square foot. is tone in te es a 
part report on storage buildings 


© Pole-frame construction still making headway. for lumber and building materials. 
New warehouses will be fea- 
¢ Use of polyethylene film as outdoor storage covers — 7 pg ee ng 


gaining popularity. American Lumberman. 











The unique “double-tree” materi- 
als shelter pictured at left is a new 
wrinkle in a building trend that has 
been growing among lumberyards. 

That trend is toward open-type 
storage structures which can be erect- 
ed for as low as $1 per square foot 
and provide maximum entry of me- 
chanical handling equipment from all 
sides. 

According to a nationwide check 
made by American Lumberman, deal- 
ers in all sections of the country who 
have built these structures are satis- 
fied with their performance. And oth- 
er dealers are now planning open- 
type structures for 1959 erection. 

The “umbrella.” The most popular 
of the open-type shelters is known as 
the umbrella concept. It usually has a 
pitched-roof truss. One common de- 
sign is the center-pole shed such as 
the Holden & Martin Lumber Co. 
structure pictured at right. 

Holden & Martin has been in busi- 
ness for 63 years in Brattleboro, Vt. 
The 30’x90’ umbrella shed you see 
pictured was erected at a cost of $1.10 
per square foot. It is capable of pro- 
tecting 450,000 board feet of lumber. 
Poles are 22’ long with 6” diameter 30’x90’ UMBRELLA-TYPE SHED at Holden & Martin Lumber Co., Brattleboro, Vermont, 
at top, set on 4’ square footings in- built for $1.10 per square foot. 
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side a cylinder of concrete 4’ high 
and 2’ in diameter. Roof is covered 
with aluminum. 

The Wentzville (Mo.) Lumber Co. 
erection costs were even less than 
Holden and Martin’s. 

Manager Emil Baumstark of Wentz- 
ville said that his company’s 24’x 
130’ umbrella type shed was built 
for $1 per square foot. It is a pole 
construction with a galvanized roof. 
Fork lift trucks work from all sides 
of the shed. 

In Atlanta, Ga., two new 30’x150 
umbrella-type sheds, using pitched 
truss and pole construction have been 
in use at Brand-Vaughan Lumber Co. 
Aluminum is used on the roofs. 

R. L. Brand, partner, said that the 
sheds are for lumber storage, particu- 
larly framing and dimension. 

In order to stock one million feet 
of lumber, the Freeway Builders, Inc., 
Denver, Colo., built three umbrella- 
type sheds in addition to a conven- 
tional 40’x80’ warehouse. 

A unique bin system has been de- 
signed for the open sheds at Freeway. 
“Any item of which we stock less 
than 20 units are binned. It helps keep 
track of such items,” said partner Al 
Newland. 

Umbrella with skirting. In North 
Miami, Fla., the Arch Creek Lumber 
Co. built a lumber shed of the pitched 
truss umbrella type, but with modi- 
fications. A skirt was built along the 
open sides for additional protection 
during inclement weather. 

There is a 26’-wide center aisle. 
Overhangs are 7’ wide. The length 
is 172’, although one end is angled. 
Floor to ceiling clearance is 17’. 

“The ends are of concrete block. 
Sonotubes were used for pillar con- 
struction of concrete. Spans between 
the pillars along the sides are 40’ in 
length. The floor area is clear for 
fork lift trucks and is blacktopped. 


, 
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COLUMNS AND BEAMS are a single unit, built on jig that was placed on slab at 
StahIman Lumber Co., Houston, Tex. Four pieces of 34” exterior plywood, secured on 


the outside, form each of 11 units. 


Sheet metal was used for the roof,” 
said Clifton Rose, president of Arch 
Creek Lumber. 

“We use the shed for lumber and 
some building materials. Day labor 
was used for erection, which cost 
about $1.50 per square foot. It could 
have been done for less if I had not 
put in extras,” Rose said. 

Plans ahead. A number of dealers 
are planning to erect open-type sheds 
in the future. Some of these are re- 
ported in the Headlines department 
in this issue. 

In Akron, Ohio, the Wilson Lum- 
ber Co. will build an open umbrella- 
type shed about 40’x60’ this year, 
said Bob Wilson, president. It will 
have a prefabed steel framework, 


DESIGN NO. 680 from the Timber Engi- 
neering Co. is for umbrella-type shed 
sketched above. 


2x8 roof joists and probably an alu- 
minum roof. 

“Although we do not use fork lifts 
the shed will be designed for mechan- 


PITCHED TRUSS “UMBRELLA’’ TYPE SHED 















































—Courtesy, U. S$. Gypsum Co. 


GRANDSTAND TRUSS shed (left above) has access from one side while PITCHED TRUSS 
umbrella-type shed (right above) has access from all sides. 
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ical handling because it will be open 
on all four sides. The building wil! be 
used for lumber only,” Wilson said. 

Designs. The popularity of umbrel- 
la-type sheds has prompted the Tim- 
= Engineering Co., 1319 Eighteenth 

, N.W., Washington 6, D.C., to of- 
fe a plan sheet for erecting its De- 
sign No. 680 structure. 

The design features roof trusses for 
both a single and double type umbrel- 
la storage shed with roof spans of 
14” and 28’ respectively. Design de- 
tails call for spacing of trusses 8’ on 
center. 

The design shows various methods 
of erecting trusses on poles, as well 
as fabricating and assembly proce- 
dures. Roof trusses are fabricated with 
TECO split ring connectors. Framing 
anchors are specified for joist anchor- 
age. 





When Evendale (Ohio) Lumber Co. 
needed more protected storage space, 
president Robert Kipp simply added 
a 50’ clear-span king-post truss to the 
rear of his existing warehouse, as 
pictured. 

There is an 8’ overhang, as shown 
in detail at right. Trusses were manu- 
factured in the lumberyard’s prefab 
shop, using Sanford plates. 

Bar-joist girders span 20’ each, 
Kipp said. Corner posts are used tele- 
phone poles. A small enclosure has 
been built inside the shed. 


February 2, 


Dealers may receive the umbrella 
shed design free of charge. 

Another umbrella shed plan re- 
cently announced has fir plywood 
stressed skin panels, developed by the 
University of Oklahoma Experiment 
Station. It is described on a following 
page. 

Other shed plans are available from 
Midwest Plan Service, Ames, Iowa; 
Aluminum Co. of America, Pittsburgh 
19, Penna.; Kaiser Aluminum Chem- 
ical Sales, 919 N. Michigan Ave., 
Chicago 11, Ill. and Reynolds Metals 
Co., 2500 S. Third St. Louisville, Ky. 

Open-type shed plans are also includ- 
ed in a new edition of the booklet, 
“How to Design Pole-type Buildings”, 
available for $1.50 from American 
Wood Preservers Institute, Dept. AL, 
111 W. Washington St., Chicago 2, Ll. 


tne 
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WELDED 
FENCE 


33% 


LESS COST 
MAKES IT 100% 
EASIER TO SELL 


PROFITABLY! 





EASY TO 
PUT UP 


quplDeED-FENcE 


_ 


! 


NO 
Stretching 


50 and 100 ft. 
Units 


SMALLER MESH for BETTER 
PROTECTION 
M BETTER LOOKING 
M GALVANIZED AFTER WELDING 
TO LAST LONGER 
PERFECT COMPANION SALE ITEM 
WITH GARDEN SUPPLIES 


Stock and sell the modern home fencing that 
brings you maximum profits with a minimum 
of sales effort... G & B WELDED-FENCE 
that costs about one-third less than the cheap- 
est old-style ornamental fencing. ORDER TO- 
DAY FROM YOUR NEARBY HARDWARE JOB. 
BER AND BE READY TO MEET THE EARLY 
SPRING DEMAND! Ask him for free newspaper 
mats and posters to help you sell . . . or write 
for ordering form direct to Sales Service Dept., 
Gilbert & Bennett Mfg. Co., Georgetown, Conn. 


GILBERT & “ten 





GEORGETOWN 3, CONNECTICUT 
BLUE ISLAND, ILLINOIS 
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STEP | 


, Distribute 
this booklet 
to your 
customers 
who live 


in houses 


HOW TO 
INCREASE 
RETAIL 
SALES 

IN THREE 
EASY 
STEPS 


STEP Il 


They will 
read about 
improve 

ments 

like these 

which they 
can easily 
build 


STEP Ill 


They will 
come to you 
for Trinity 
White 
Cement 
relate! 


other items. 


Do-it-yourself 
around the 








Really Popular! The most-wanted booklet 
ever published on concrete told how to 
build improvements around the home. 
Now, here is a similar booklet on how 
to build these improvements with white 
cement, which is a true portland cement 
and handles like grey... but white 
concrete is far more beautiful... fits in 
with contemporary structures and modern 
living. 

A quantity of these booklets is free to 
each Trinity White dealer and he may 
reorder at our print cost. See below for 
descriptions and/or drawings of items. to 
build that are included in this booklet. 








FLAGSTONES 


Several varieties are described. Rectan- 
gular shapes; irregular shapes; imbed- 
ding natural stones in walk; using the. 
turf as a form. 





POOL, FISH 


Gives a point of interest in garden. 
Raise aquatic plants; attract birds. Draw- 
ings of 3 types of pools are shown, 
Very popular. 





BENCHES 


A circular bench that encompasses a 
tree in your yard. Other items in this 
book that will interest your customers 
are: birdbaths; sundials; flower boxes. 





GAME COURTS 


Shuffleboard courts are easily made and 
complete directions are given for con- 
struction and marking. A tennis court 
is a big ticket job. 





WALLS, GARDEN 


Beautiful walls and screens are being 
built. The gleaming white of Trinity or 
the true colors when pigments are 
added make it the favorite. 





STEPS | 


More attractive to the eye than grey 
concrete. Easily seen at night because 
of high light reflection. Trinity White 
has a big usage around the home. 





SIDEWALK 


Here again the lovely white of Trinity 
is much more appealing than the ordi- 
nary grey. Suggest a 2-course job using 
white topping. 





TERRACES 


Easily built. The trend is to outdoor liv- 
ing. Wanted by practically every grow- 
ing family. Just one of dozens of rea- 
sons for Trinity sales. 





TOPPINGS 


A topping of Trinity White on a base- 
ment floor makes a tremendous differ- 
ence—it's because Trinity reflects light. 
Makes b t space val 








TERRAZZO 


Terrazzo floors are first choice for pub- 
lic building, stores, and wherever there 
is heavy foot traffic. Here you will be 
selling to contractors. 





POOLS, SWIM 


Here is a big market and one that is 
destined to grow rapidly. Trinity's adver- 
tising is pre-selling contractors who read 
swimming pool publications. 











, rhilsiy 


\ 
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Why The Demand-—A few years ago white 
cement was regarded as a thin-market build- 
ing material specialty. 

But times have changed! The enormous 
increase in home ownership...the do-it- 
yourself movement... the demand for more 
beautiful homes and grounds... these have 
all greatly increased the demand for Trinity 
White Cement. 

Another reason for the quickened demand 
for Trinity White Cement is that its brilliant 
whiteness adds so much to the appearance of 
the finished job, yet adds so little to the cost, 


* * For a copy of ‘Do-It-Yourself Around The Home’’, write Trinity White Division, General Portiond Cement Company, 111 W. Monroe Street, Chicago 3, lilincis = »s e 
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Georgia-Pacific Premium Sheathing is 
guaranteed to store outdoors mold-free and 
without delamination up to one year! Builders 
like it because there are no delivery delays, no 
storage problems. And it speeds work in any 
weather. Yet this superior plywood sheathing 
costs only pennies a panel more! All standard 
sizes— 5 thicknesses. Edge-sealed panels 
are packaged in steel-strapped bundles, 
25 inches high, for easy handling. 


%* Georgia-Pacific Corporation guarantees G-P Premium Sheathing 
against delamination and mold for 12 months, stored outdoors 
off the ground, tarpaulin-covered, or for 6 months, uncovered. 


GEORGIA— PACIFIC @) 


Plywood & Redwood « Lumber & Hardboard + Pulp & Paper 


Georgia-Pacific, Dept. ALBP259, Equitable Bidg., Portland, Oregon 
Please send complete information and nearest source for G-P 
Premium Sheathing. 


Nam 

7, 
Address_EEE 
(2 —— 
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3 Piaget 


CREOSOTED POLES provide center support. Poles were placed TRUSSES FASTENED to the poles while Robert Hickson (I.), as- 
at each corner and in the middle. sistant yard manager, and W. A. Talbott, Wood Preserving 


salesman, look on. 


Open Sheds Built for 90¢ a Square Foot 





Material List 
Pole Type Lumber Storage Sheds 





Construction Grade Fir — Roof Decking 
Construction Grade Fir — Braces 

Construction Grade Fir — Rafters 

Construction Grade Fir — Truss Arms 
Construction Grade Fir — Truss Bottom Chord 
Construction Grade Fir — Truss plants 
Construction Grade Fir — Truss plants and Gussets 
#2 & Btr Fir — Fascia 

Long-Bell Creosoted Poles (87 Treatment) 
Long-Bell Creosoted Poles 

Teco Split Rings 

Alum. Neoprene Nails 

Ridge 28” Lengths 

Corrugated Roofing 

16 Common Nails 

Machine Bolts 

Machine Bolts 

Wrought Iron Washers 

Wrought tron Washers 











Three open lumber sheds_ using 
treated poles are working well for 
Long-Bell Lumber Co., Kansas City, 
according to Don Welch, yard man- 
ager. 


Welch reports that surprisingly little 
rain comes in unless there is an ex- 
tremely strong wind. 


The 32’ x 140’ sheds were erected 
for about 90¢ per square foot. Total 
labor was 308 hours for carpenters 
and foreman and 103 common labor 
hours. 


Each shed has a capacity of 400,000 
board feet of lumber, Welch said. 

Poles were furnished from the Long- 
Bell wood preserving plant at Joplin, 
Mo. and are eight-pound creosote- 
treated. Center poles are 30’ high 
and 8” top diameter and are spaced 
8’ apart. At each end and in the out- 
side center of the sheds, 24’ poles 
with 6” top diameter are used. 

Embossed aluminum sheets cover 
the sheds. Floors are dirt with some 
gravel to help slope drainage. 

The Kansas City retail yard is also 
erecting a new warehouse which will 
be pictured in a forthcoming issue of 
American Lumberman. 


* 


FORK LIFT EQUIPMENT operates with 
ease under 16’ clearance. 





‘ie ee 


pds RE ee 7 


TRUSSES AND POLES are cross-braced and framework added EMBOSSED ALUMINUM SHEETS are used for the roof on the 
for aluminum roofing. 32’x140’ pole-frame open sheds. 


y Long-Bell Lumber in Kansas City 


LUMBER IS STACKED for protection un- 
der the trio of sheds at the Long-Bell 
Lumber Co. retail yard in Kansas City. 
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Appalachian Hardwoods are recognized 
everywhere for their fine natural qual- 
ities—soft texture, easy workability and 
attractive graining. Let the foremost 
concerns in this column supply you with 
dependable quality, well-manufactured 
Appalachian Hardwood products. Con- 


sult them on your next requirements. 





*Hamer Lumber Sales, Inc., Kenova, W. Va. 
Exclusive Sales Agents for 
J. P. Hamer Lbr. Co., Inc., Kenova, W. Va. 
Hamer Lbr. Corp., Appalachia, Va. 
Manufacturers Appalachian Hardwood Lumber 





*Cherry River Boom & Lbr. Co., Richwood, W. Va. 


Appolachian Hordwoods, Flooring, Planing Mill 
Products. Glued Dimension. 


Wood-Mosaic Corp., Louisville 9, Ky 


White and Red Ock, Walnut, Poplar, Basswood, 

Beech, Cherry, Mahogany and Lavan Lumber. Do- 

mestic and imported Veneers. Hardwood Flooring— 

Ook and Maple Strips and Laminated Biock and 
Special Pattern Flooring. 








* Member Appalachian Hardwoods 


Manufacturers, Inc. 


always specify 


APPALACHIAN HARDWOODS 
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2°26" Plote 


$* Corrioge Bolte 
Countersink Heods 
in 2°26" 





y-5” Wide £16" Long Piece Of 
20 Gouge Stee! Bent Over 
Ridge & Noiled in Ploce. 


2°16" Eoch Side Of Lominoted Truss 
Bolt In Ploce With $° Bolts 
2°16" Continuous , Give & Noil 
To Lominoted Rib, 


\ 
2- 2°14" Struts Fitted 
Firmly Between Upper & Lower 
Cord Of Laminated Truss, Anchor 
in Ploce With 2-Froming Anchors 


\ At Eoch End Joint. 
2-2°14"s 24" Spocer Blocking 
Between 2°16 Broces 


Stee! Bracket, Attochment 
Of 2°x6" Bracing To Pole. 


6" Top Diameter Pressure 
Preservative Treated Poles 





| 2°18" Eoch Side Of Poles 
Temporary Lower Crosspieces 


tal 


2°16" Batter Boord 
Noiled To Post 


Grode Line 





Temporory Posts oat 
For Botter Boords 











\° L | 
— Around Poles 
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SUGGESTED DESIGN for improved umbrella shelter frame. 


New Umbrella Shed for Farms 


A possible new lumber dealer mar- 
ket among farmers is a structure us- 
ing stressed skin roof panels, devel- 
oped by the Oklahoma State Univer- 
sity Agricultural Experiment Station, 
Stillwater. Dealers might also find use 
of the new design as yard sheds. 

In a report on the experimental de- 
sign, Oklahoma engineers said that 
shelters with minimum number of 
poles would be useful for farm ma- 
chinery, hay storage and cattle shel- 
ters. 

The design of the stressed skin pan- 
el calls for 142 sheets of 4’x8’ ex- 
terior-type, %” plywood, Grade A- 
C for each panel. Frame members are 


Lo. 


rough 1”x6”, No. 1 Yellow South- 
ern Pine. 

Panels were fabricated in a simple 
jig to hold the 1”x6” longitudinals 
on edge in correct alignment and po- 
sition. The plywood wasnailed and 
glued with casein glue to the upper 
edge of the members by one or two 
men. A two-man crew can build a 
4’x12’ panel in 1.30 man hours, ac- 
cording to the Oklahoma report. 

The glue-laminated roof trusses 
were fabricated on an outdoor jig. 
Framing anchors connect trusses with 
the poles. 

Complete details including erection 
procedure are available in Report Se- 
ries P-306, “Umbrella Type Shelter.” 
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STRESSED SKIN PANELS used for 


roof of umb-e'la shelter. 
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MILCOR 
BASEMENT WINDOWS 
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MILCOR 
FOUNDATION GRILLES 


MILCOR 
UTILITY WINDOWS 


MILCOR 
CRAWL-SPACE DOORS 


MILCOR 
ADJUSTABLE AND 
STANDARD POSTS 


CLEANOUT DOORS 


DOME DAMPERS 





EZ POUR UNITS 


New profit-makers 
for you...from MILCOR 


Milcor Masonry Building Products help you plan better... buy better 


With these further additions to the 
broad Milcor line, one order to Mil- 
cor covers more of the items you 
sell. You save paperwork and it’s 
easier to keep your stock in balance. 

You earn quantity discounts—tie 
up less money in inventory. You 
save on freight, by combining LCL 


Member of the «{f}>»Stee! Family 


shipments on several Milcor items 
into one load. You get fast stock 
fill-ins from a network of strategical- 
ly located warehouses. 

As a result, you can give better 
service to your customers and earn 
extra profits. Write the nearest 
branch for price list. 


MitcoR 


INLAND STEEL PRODUCTS COMPANY 


DEPT. B, 4029 WEST BURNHAM STREET, MILWAUKEE 1, WISCONSIN 
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LUMBER IS WRAPPED AND TACKED as it arrives at yard of Evendale (Ohio) Lumber Co. 
Lift trucks then remove package to outdoor storage. 


Polyethylene Covers Catch On 


If properly applied, polyethylene 
film can be an effective outdoor cov- 
ering for lumber and building mate- 
rials. 

That is the consensus of many 
dealers who have taken the time and 
trouble to wrap the plastic film tightly 
over outdoor piles. 

A good example is Robert Kipp, 
president of the Evendale (Ohio) Lum- 
ber Co., whose stacking patterns and 
wrapping scene are pictured above. 

“The key is to tie down each stack 
of lumber. To do this, we devised 
patterns for our stacks so that the 
film can be applied quickly and eas- 
ily,” Kipp said. The stacks are made 
up on a height and width basis, not 
on board footage count. 

Kipp said that the packages are 
only for yard storage, not for deliv- 
ery. “Most of our lumber is proc- 
essed into prefab components,” he 
explained. The Ohio lumberyard han- 
dies kiln-dried stocks. Redwood is 
double-wrapped. 

“In any unprotected stack of lum- 


60 


ber left outside, weather will ruin at 
least one board on top of a pile. We 
feel that the cost of polyethylene just 
about equals the cost of those boards, 
which you would have to throw out 
if the stack was left exposed. In our 
system, we never have a crook.” 

Film for protecting an average 


stack should not run over $1.50 for 
most dealers, Kipp said. 

Tax angle. In some areas, outdoor 
storage has gained because of what 
dealers term inequitable tax assess- 
ments. 

“Our state continues its practice of 
assessing even a simple lumber shed 





pounds in 1956. 


Plastics Industry, Inc. 





What is Polyethylene? 


Polyethylene is a thermoplastic material. Developed in 
1942, this plastic attained a sales level of 566,000,000 


It is recommended for many exposed outdoor applica- 
tions because it is resistant to water and weathering. It 
is moistureproof but allows for passage of oxygen. It 
can withstand temperatures down to —100° F. without 
becoming stiff and brittle, according to the Society of the 
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at the same rates:as.a completely 
equipped warehouse,” explained Ken- 
neth D. Brookhart,’ owner of the 
Brookhart Lumber Co., Colorado 
Springs, Colo. “That is why we were 
among the first to use outdoor pro- 
tective covers.” 

Brookhart started with prefabri- 
cated reinforced kraft paper cover, 
but switched to polyethylene. These 
have worked well in an area which 
has relatively high winds, he said. 

Cross-country. Dealers in every sec- 
tion are now using the plastic covers 
according to a check by American 
Lumberman reporters just completed. 
Sample comments are told below. 

“We use polyethylene film to cover 
just about everything that is in the 
open. I’d say we use about 100,000 
square feet of it at all times. We also 
sell it to our contractor customers 
for vapor barrier under concrete and 
for sealing of buildings under con- 
struction during the winter,” said 
Frank Marchak, manager, Marchak 
Lumber Co., Conshohocken, Penna. 

Another eastern dealer, F. R. Web- 
er of Scarsdale, N.Y., is enthusiastic 
about the film for lumber as well as 
for plywood and gypsum board. “It’s 
an excellent protection against weath- 
er,” Weber said. 

Midwest. “We use a lot of poly- 
ethylene film on our outside storage,” 
said Bayard Tupper, co-owner of 
Smith-Tupper Lumber, Farmington, 
Mich. “There’s nothing like it.” 

J. R. Carnaby, vice-president of 
Holland Lumber Co., Omaha, said 
that the film is “hard to beat” for cov- 
ering gypsum board. He uses 6-mil 
weight, draped over and tied down. 

“We never use it for lumber be- 
cause our dry lumber is always stored 
inside,” Carnaby said. 

Western Cabinet & Millwork Co., 
Cincinnati, recently started to use the 
film for protection. So far, they have 
found it very satisfactory. 

Up in Robbinsdale, Minn., the 
Howard Lumber Co. is another ex- 
ample. “It can be used over and over 
and the sun’s rays don’t blacken the 
lumber,” said Donald Ruble, secre- 
tary. 

Emil Baumstark, manager of the 
Wentzville (Mo.) Lumber Co., uses 
polyethylene for lumber protection 
and finds it “very useful.” 

West. Reports from the west coast 
reveal the same trend. For instance, 
Boyle Heights Lumber Co. in Los An- 
geles uses the film regularly. R. G. 
Van Heukelon prefers the black vari- 
ety. 

The idea is making headway in 
Salt Lake City. “Our yard uses the 
film for covering lumber. We find it 
damned good in our winter weather,” 
commented A. E. Anderson, Jr., vice- 
president of Anderson Lumber Co. In 
the same city, General Builders Sup- 
ply reported approval of the plastic 
for covers. “It’s the best for the pur- 
pose,” said I. F. Handley, president. 

In Denver, the Freeway Builders, 
Inc., uses the film, especially for new 
shipments of gypsum board. 


South. Polyethylene is used in parts 
of the south, too. Typical comment 
came from L. S. Perkins, owner of 
— Lumber & Supply, Hapeville, 

a.: 

“T like it. It works all right if you 
tie it down where it won’t get cut or 
get holes punched in it.” 

Doubters. Many dealers are still 
dubious about protective coverings. 
For instance, Eastwood Hardware & 
Builder Supply, Inc., Decatur, Ga., 
stopped using polyethylene for out- 
side storage after about three months 
trial. “It would tear and rip,” said 
R. W. Denicke, vice-president. 

In nearby Atlanta, R. L. Brand of 


Brand-Vaughan Lumber Co. com- 
plained that the film blew off too 
readily. “It works all right for a day 
or two,” he said. 

Simon Brody of the Boston Post 
Lumber Co., Bronx, N. Y., told Amer- 
ican Lumberman that the plastic film 
stiffens in the New York climate. 

A fellow Bronx dealer, Melvin 
Kaplan of Westchester Square Sash 
& Door, feels that “it is not perma- 
nent enough.” 

Of course, many dealers have no 
need for the protective coverings of 
any type because all materials are 
stored indoors. 





ce 


“There are a lot of reasons why I value my P&L franchise so highly. 
“It assures me full protection in my assigned area.” 


“My Pratt 2 Lambert franchise 
is good as gold!’’ 


“I get plenty of sales support from P&L. National and 
consumer trade advertising brings customers in. They men- 
tion it. Point of sale displays and merchandising kits are 


a real help, too. 


“T’ve never heard a bad word about P&L paints and 
varnishes ... but plenty of good ones. I tell my customers 
they’re buying premium quality without premium price, and 


it’s absolutely true. 


“Best of all, I’m making good money on P&L. Fast 
turnover and nice, steady business. Believe me, that’s as 
good as gold.” Ask your P&L man or write 
Pratt & Lambert -Inc., 75 Tonawanda Street, 
Buffalo 7, N.Y. In Canada: 254 Courtwright 

Street, Fort Erie, Ontario. 


PRATT & LAMBERT-INC. 











A Dependable Name in Paint Since 1849 
BUFFALO + CHICAGO + FORT ERIE, ONTARIO 


NEW YORK « 
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POLY COVERS (begins on page 60) 
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56 PCS. 


y STEEL BAND 
2-263 
2x6 STACKING PATTERN for 10’ and 12’ lengths, developed by Evendale (Ohio) 
Lumber Co. for outdoor storage, using polyethylene covers. All 2x6 stacks contain 
56 pieces; all 2x4 stacks have 88 pieces; all 2x8 stacks have 40 pieces and all 2x10 
stacks have 32 pieces. The package sizes are made according to width and height 
rather than on a board footage basis. The covered stacks are only for yard storage; 
no delivery is made in package form because lumber is consumed in Evendale’s pre- 
fab operations. Typical covered stacks pictured be!'ow. 


Engineered Patterns Assure Tight Fit 


The problem of tearing and blowing from pile is solved by 
Ohio retailer with plastic film covers. 


. Seip 
Ne ees ucras 
: < Crees aha baa 
DEALER ROBERT KIPP of Evendale aretED Lumber Co. points to wood strips, which 
are tacked onto black polyethylene film. When you are careful about wrapping, the 


film will not tear or blow away from piles, he said. 
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With new features and options, 
09 Chevrolet truck 6 boosts 
fuel economy by 

as much as 


20* 


A new camshaft design and a 
new maximum-economy option* 
bring you this remarkable 
increase in gas savings with 
Chevy’s Thriftmaster 6.1 


This newly improved engine for ’59 offers 
fuel economy that can mean up to one dollar 
saved out of every five spent for gas! Its out- 
standing gas-saving ability stems from two 
new engineering refinements. 

The first is an economy-contoured camshaft 
that’s machined to provide a lower lift and 
reduced valve overlap. This feature offers 





up to 10% less fuel consumption in every 
59 Chevy Series 30 or 40 model with stand- 
ard Thriftmaster 6! 

The second innovation is a new maximum- 
economy option that operates in combination 
with the economy-contoured camshaft in 
Series 31 and 32 models. Consisting of a new 
smaller venturi carburetor and new economy 
ratio rear axle, this option boosts fuel econ- 
omy as much as an additional 10%! Thus, 
Series 31 and 32 Chevies with the new Thrift- 
master 6 can be equipped to reduce your 
operating costs by up to 20%! 

This is the kind of low-cost truck power 
you’ve been looking for—so see your Chevy 
dealer soon for all the details! . . . Chevrolet 
Division of General Motors, Detroit 2, Mich. 


*Optional at extra cost. 
tAnd it uses regular gas, like all Chevy engines. 


CHEVROLET TASK-FORCE 59 TRUCKS al 
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new PRODUCTS 


New Inquiry Card on Back Cover Brings More Facts 


What Builders Saw at NAHB Show 


Exhibitors at the 1959 Exposition of the National 
Association of Home Builders in Chicago in late Jan- 
uary said that builder interest in new products was 
higher than at any previous NAHB show. 

A spokesman for Penn-Akron Hardware Co. 
summed up what most exhibitors said: “The build- 
ers this year frankly said that they were in need of 
products that would make their new homes different 


————NEW BUILTINS AT NAHB EXPOSITION 


Opens into Two Different Rooms 

Styled as fine paneled furniture, a refrigerator that doubles 
as a room divider and opens in two directions was introduced 
at the NAHB Show. 

Paneled in maple, the unit contains its own counter-height 
work surface, refrigerator and freezer drawers, electric outlets 
for portable appliances, French doors and sliding doors. The 
basic unit consists of five sections, mounted on legs to ele- 
vate the entire assembly from the floor. 

The first full size and publicly demonstrated refrigerator 
operating on the thermoelectric principle was also shown. It 
draws cold directly from electricity with no moving parts, no 
noise or no vibration. It has separate storage areas for frozen 
foods, vegetable storage and a regular refrigerator compart- 
ment. Westinghouse Electric Corp., Electric Appliance Div., 
Dept. AL, Mansfield, Ohio. 
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and saleable.” 

Some of the outstanding new and improved prod- 
ucts introduced at the national home builders’ show 
are described below and on the following pages. 
More will appear in your February 16th issue of 
American Lumberman. 

Use the handy coupon on the back cover of this 
issue to obtain further information on these products. 


ala iS 


Kitchen Appliance Wall 

Among the hundreds of high-style exhibits at the NAHB 
Show was Hotpoint’s booth where convention-goers watched 
Miss Hotpoint unveil the merits of a kitchen appliance wall. In 
12” of space, the maker has combined two ovens, four surface 
units and griddle, two dishwashers, a sink, a food waste dis- 
poser, a seven cubic foot refrigerator, a seven cubic foot freez- 
er, three wardrobe type storage areas above, two full-length 
storage areas below, plus three pullout countertops. The entire 
wall is divided into three units: food preparation area, clean-up 
area and refrigeration-freezer area. 

The wall is one of five new experimental appliances in the 
firm’s Custom Trend 1959 series now being consumer-tested. 
The unit can also be used as a room divider, island kitchen, or 
kitchen wall section. Appliance wall is 27” in depth so that 
when appliances are not being used the working area wall pre- 
sents a smooth and flush decorative appearance. Hotpoint 
Co., Dept. AL, 5600 W. Taylor St., Chicago 44. 
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(New builtins and other products 
continued on page 68) 
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Did you say 
Water-tight ? 
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CADET 
ALL ALUMINUM SLIDING GLASS DOORS 

















Yes...we said water-tight | 


Plus all these added extra features... 
% LOWER SELLING PRICE 

% UNHANDED SLIDING UNITS 

* ALUMILITE FINISH 

% UNSURPASSED BEAUTY 























The new Capri CADET all aluminum sliding glass door was 
engineered and designed with the sliding door gliding to the 
outside of the stationary door. This innovation, plus Schlegel 
wool pile weatherstripping, provides water tightness at 
interlocking stiles and threshold, where most leakage problems 
occur. It prevents damaging leakage from driving rain... 
saves floors... saves carpets. The outside sliding door design 
eliminates interference with draperies, furnishings and 

deep pile carpeting. Sell with pride the all new Capri CADET 
with the outside slide. 

For a complete line... sell the Custom Deluxe Capri 
Continental Series sliding glass doors especially designed for 
one inch insulating glass or one-quarter inch plate glass. 
There’s none finer! 

Write for complete details on the profit making Capri line. 


In Canada: Pilkington Glass Ltd., 165 Bloor St. East, Toronto, Ont. 


: T. V. WALKER & SON, INC. 217 N. Lake St.—Burbank, Calif. 

Please send information. Dept. AL-29 ff 
() Budget Priced Capri Cadet (1) Custom Deluxe Capri Continental ff 
NAME 
COMPANY 
ADDRESS SUE: Sane 











i CITY ZONE STATE 
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“Dutch Boy customers 
make Dutch Boy dealers 
the happiest 
dealers in town! 


“Dutch Boy” Dealers do a better business, have 
better profits, are growing in their communities. 


The customer who buys “Dutch Boy” is the customer any dealer 
would want to keep! Quality is his first concern. And that goes 
for the other things he’s likely to buy, not just for paint. 

The man who asks for “Dutch Boy” is proud of his home, and 
determined to keep it attractive. That’s why you’ll be seeing him 
again and again — if you're a “Dutch Boy’ Dealer! 


Four powerful forces make the ‘‘Dutch Boy”’ 
franchise the best asset your business can have! 


1 BIGisthe word for “Dutch Boy” 
advertising in Reader’s Digest, The 


Saturday Evening Post, Look, 
Better Homes & Gardens, American 
Home, and Ladies’ Home Journal. 


2 Merchandising helps unmatch- 
ed in the paint industry make sell- 
ing easier, build an “atmosphere 
of quality” around “Dutch Boy” 
products. Cooperative advertising, 
too, including — TV, Newspapers, 
Radio, Highway Signs. 


3 The solid reputation for quality 
that goes to work for you when you 
sell the “Dutch Boy’ line. Years of 
customer - satisfying performance 
have built for “Dutch Boy” prod- 
ucts a reputation for quality that 
is unmatched in the paint industry. 


4 The reputation as “Paint Head- 
quarters” that comes naturally to 
every ‘“‘Dutch Boy’’ Dealer. A 
customer’s best assurance of the 
dealer’s concern for quality and 
service are those shelves of “Dutch 
Boy” paints! 


*“‘Dutch Boy”’ Dealers are happy dealers 
because they alone have this unique and special 
asset: the “Dutch Boy” customer, pre-sold by con- 
tinuous advertising, and ready to spend for quality 
and service. And “Dutch Boy” Dealers can offer 
this customer a really complete line of exterior and 
interior paints, including famous “Dutch Boy” 
House Paint, the fast-selling new acrylic latex wall 
paint, Nalplex, and the exciting new alkyd Satin- 


Eggshell Enamel. 


National Lead Company, /// Broadway, New York 6, N.Y 
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NEW PRODUCTS 
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Electric Wallchef Oven 


E. C. Carr, northern Ohio service rep- 
resentative of Preway, admires new elec- 
tric Wallchef oven Model 1309 shown to 
him by field sales manager Robert J. 
Sanderson (right). 

Introduced for the first time at the 
NAHB Show, the two oven, fully-auto- 
matic clock controlled model with the 
popular rotisserie and automatic appli- 
ance outlet is the ultimate in modern 
built-in electric cooking facilities. It is 
also interchangeable with gas. Available 
in stainless, antique copper, or pink, yel- 
low, white or turquoise porcelain. Outer 
trim is polished stainless. 

Market data. Available now through 
distributors, Model 1309 has a suggested 
retail price of $299.95; the retail markup 
on cost is 40%. It is ideal as an item 
for consumer or contractor sale. Sales 
aids include ad mats, literature and 
counter cards. Cooperative advertising 
allowances are also available to dealers. 
Preway, Inc., Dept. AL, Wisconsin Rap- 
ids, Wis 
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Space-Saving Kitchen Unit 


Vernon A. Long (left), sales, and J. 
W. Purvis, manager, branch - sales, 
Youngstown Kitchens, introduced for 
the first time at the NAHB Show their 
firm’s big 30” dishwasher with builtin 
cooking top. The king-size front-loading 
dishwasher holds a whole day’s dishes 
for a family of five. They explained that 
every piece is power-scrubbed by whirl- 
ing jets of scalding hot water. The addi- 
tion of a Tappan clock-controlled broiler- 
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oven 24” wide (not in picture) at one 
side of the new appliance provides a 
kitchen unit only 54” wide. Called the 
Special 54, the unit enables a home- 
maker to remodel his kitchen in one 
easy, inexpensive installation. 

Market data. Available now through 
distributors, the Special 54 is ideal for 
consumer or contractor sale. Sales aids 
include consumer advertising, literature 
and a kitchen program. Cooperative ad- 
vertising allowances also are available to 
dealers. Youngstown Kitchens, Div. of 
American-Standard, Dept. AL, Warren, 
Ohio. 
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Introduces Double Oven 


Dan Knowles, R. Cooper, Jr., Inc., 
distributors, General Electric appliances, 
describes advantages of G-E’s new dou- 
ble oven Model No. J-782 to builder 
Wm. Lester Pritchett (right), Wm. Les- 
ter Pritchett & Son, Tucson, Ariz. 

Introduced for the first time, G-E’s 
double oven is one piece, too. It is in- 
stalled in the wall or in a 27” wide cabi- 
net and only 45” of wall height. The 
upper oven has rotisserie, electric meat 
thermometer and window door. The 
homemaker can barbecue or roast while 
she bakes pies or cakes—or broil in both 
ovens at the same time. Each oven is 
complete with focused heat broiler, broil- 
er pan and rack, two shelves, plus 10 big 
features for better cooking, easier clean- 


ng. 

Market data. To be available nationally 
this spring through distributors, the dou- 
ble oven will be offered in mix-or-match 


colors and white; satin chrome finish 
and in copper finish. Sales aids include 
national advertising and literature. Co- 
operative advertising allowances also will 
be available to dealers. General Electric, 
Dept. AL, Appliance Park, Louisville 1, 
K , 
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Colorful Built-in Ranges 


Builders were introduced to a new 
line of Universal built-in ranges available 
in a choice of five decorator colors. In 
the line are 14 gas surface cooking units 
and five supersize oven and broiler units 
in three smartly-styled designs: Supreme, 
Custom and De Luxe. The homemaker 
can dial exactly the heat she wants and 
each self-lighting “obedient burner” gives 
her the precise heat instantly. All sur- 
face cooking units have removable 
chrome-finished plate-size burner bowls 
for easy handling and cleaning and are 
offered in two and four burner models. 
All units fit standard cabinet openings 


for easy installation. 

Market data. Available now through 
distributors, the built-in ranges are ideal 
as items for both contractor and con- 
sumer sale. Dealer sales aids include na- 
tional advertising, literature, ad mats 
and counter cards. Cribben and Sexton 
Co., Dept. AL, 700 N. Sacramento Blvd., 
Chicago 12. 
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Undercounter Dishwasher 


Just one telephone-type dial controls 
all the operations of the new RCA 
Whirlpool Imperial undercounter dish- 
washer. Fingertip dialing selects any one 
of four different cycles—a normal cycle 
for washing and drying heavily soiled 
dishes, a short cycle for lightly soiled 
dishes, one for rinsing and drying cup- 
board-dirty dishes and one for warming 
plates. The appliance is available in 
white, pink, yellow, copper or brushed 
chrome or with Select-A-Door trim kits 
that permit the homeowner to finish the 
door and service panel with any material 
up to 4%” thick. 

Market data. An item for both con- 
sumer and contractor sale, the new un- 
dercounter dishwasher will be available 
in March through regular Whirlpool dis- 
tributors or direct from maker for large 
projects. Suggested retail price for the 
appliance is approximately $349.95. Co- 
operative advertising allowances are 
available to dealers. Whirlpool Corp., 
Dept. AL, St. Joseph, Mich. 
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Special Drawer for Food Center 


A food center drawer is one of the 
many unique features of Mutschler’s 
new Series 700 kitchen. It is a mixer, 
blender, meat grinder, juicer and knife 
sharpener all in one. The advantages of 
having the NuTone Food Center built 
into a drawer are many. For one thing, 
there is space in back of the drawer to 
keep the various attachments needed. 
Too, it leaves more counter space free 
for other food preparation. 

Market data. Part of a cabinet unit, 
the special drawer for food center and 
attachments is now available. Mutschler 
Bros. Co., Dept. AL, 302 S. Madison St., 
Nappanee, Ind. 
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Washer-Dryer Under Countertop 


A new gas Duomatic combination 
washer-dryer not only fits neatly and 
compactly within the confines of coun- 
tertop installation, but its “face” can be 
changed anytime the decor of the room 
is changed by simply replacing the re- 
movable front decorative panels. Engi- 
neered and designed for undercounter 
type installations, it has a remote con- 
trol panel which can be placed on a wall 
or other convenient location. The un- 
dercounter gas Duomatic will wash and 
dry up to an eight-pound load of mixed 
clothes within an hour and a half, says 


February 2, 


maker. The machine may be used as a 
combination washer-dryer or as a washer 
or a dryer alone. 

Market data. Primarily an item for 
contractor sale, the undercounter model 
will be available through Philco citation 
custom appliance distributors early in 
1959, says maker. Philco Corp., Dept. 
AL, Tioga & C Sts., Philadelphia, Penna. 
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Wall-Nook Saves 16 Square Feet 


Builder and Mrs. Gerrard Berman, 
Homes by Gibraltar, Patterson, N. J., try 
out new Wall-Nook shown to them by 
Edward Sullivan (left), sales manager, 
builder div., Lau Blower Co., at the 
NAHB Show. 

A combination table and bench set 
that folds against a wall, the Wall-Nook 
will save 16 square feet of desirable floor 
space, maker says. In a closed position, 
the entire unit is a compact wall cabinet 
only 44%” deep. The unit easily opens 
to reveal a smart-looking, standard-size 
table and bench set for patio, kitchen, 
den, etc. Long-lasting laminated plastic 
surfacing in a choice of tan linen, gray 
linen, teakwood or birch tops the table 
and benches. 

Market data. The Wall-Nook easily 
installs in three minutes, says maker. It’s 
wall-hung and requires only four an- 
choring screws. Unit is fitted with stud- 
finding panels and comes packed with all 
hardware included. Available now 
through distributors, the unit has a 
suggested retail price of $129.95; usual 
retail markup on cost is 40%. Sales aids 
include display stands, literature and 
consumer handouts. The Lau Blower 
Co., Dept. AL, 2027 Home Ave., Dayton 
7, Ohio. 
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Ah-h-hh. . Something New Again 
Turn to back cover for a time-saving, 
brand-new idea in inquiry cards for 
busy dealers. 
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Bottom Mounting Drawer Slide 


The new Amerock bottom mounting 
drawer slide occupies the unused space 
underneath drawers. Large nylon rollers 
are arranged to by-pass each other. Metal 
parts are finished a golden chromate over 
zinc plate. Only “%” clearance is needed 
on each side of the drawer between 
drawer and frame. The drawer tracks are 
said to be self-aligning. Nail holes are 
elongated for easy adjustment. Only 
5/16” clearance is needed between top of 
drawer and drawer opening. Drawer au- 
tomatically stops when back of drawer 
is 24%” to 6” from opening, depending 
on length of slide. Made in four standard 
lengths for 17”, 20”, 22” and 24” draw- 
ers. 

Market data. Retail price is $1.89, 
packed one pair per carton, 10 per case. 
In lots of 100 to 500 pairs, retail price 
for cabinet makers is $1.75. Dealer ts al- 
lowed 40% off list. Available now from 
450 wholesale hardware and building 
materials jobbers coast to coast. Manu- 
facturer has a special deal consisting of 
a demonstrator model and 10 pairs of 
slides, with retail value of $18.90, on 
which dealer margin is $6.30. Amerock 
Corp., Dept. AL, Rockford, III. 
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Built-In Cooking Top 


A compact, budget-priced, built-in 
cooking top, designed for 24” wide cabi- 
nets, is a new addition to Frigidaire’s 
broad line of built-in products. It fea- 
tures four fast-heating, sealed electric 
units and quick, snap-in type installa- 
tion. It can be installed in as little as 5% 
minutes after the cabinet opening has 
been “roughed in” and the electric wir- 
ing is in position for hookup, says mak- 
er. Installation consists only of nailing 
four catches to the edges of a square- 
cornered opening, 20” x 22%”. An elec- 
tric outlet box and 36” flexible cable are 
included. Fingertip controls are arranged 
in vertical line on right side of the cook- 
ing top out of reach of small children. 
Frigidaire Div., General Motors Corp., 
Dept. AL, 300 Taylor, Dayton 1, Ohio. 
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Foamed Plastic Insulation 
NEW PRODUCTS 
A perimeter and cavity wall insulation 


(begins on page 64) board introduced at the NAHB show 
comes six feet long, two feet wide and 
1, 1% and 2 inches thick. Each board is 
scored lengthwise to quickly break the 
board into the proper size pieces for any 
perimeter or cavity wall applications, 
thus eliminating measuring, cutting or 
sawing, according to the manufacturer. 
Made from polystyrene, Armalite weighs 
approximately .10 pounds per board 
foot, yet is said to support 720 pounds 
per square foot. Distribution will be 
through lumberyards. Sample boards and 
a mobile display are among the dealer 
sales aids. Write Armstrong Cork Co., 
Dept. AL, Lancaster, Penna. 
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hite Fir 


TW&J, the West's 
largest producers 
of White Fir lum- 
ber offer HIGH 
ALTITUDE, OLD 
GROWTH, TOP 
QUALITY stock 
suitable for fram- 
ing and sheathing 
in home and con- 
struction use. 
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is available SMR 
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Tanrer.WERSTER & JOHNSON. INE. 
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Magnetic Catch Stops Rattling 


Here is a brass catch that will give 
builders and homeowners something to 
talk about. The triple magnet has 35-lb. 
pull, enough to keep the largest doors 
firmly closed, eliminating rattle. It is 
designed for louvre doors, closet doors, 
large chests, shutters and utility cab- 
inets. Cellophane packets contain one 
long strike and two short strikes. Catch- 
es can also be ordered in bulk. 

Market data. Minimum order from 
jobber is for a dozen units, at dealer 
price of $7.06. This gives you a 40% 
discount from retail price of 98¢ a catch. 
Penn-Akron Corp., Hardware  Div., 
Dept. AL, Woodside 77, N. Y. 
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Fiberglas Gutter & Downspout 


Joe L. Koinm (left), director, home 
planning service, Calcasieu Lumber Co., 
Austin, Texas, and builder Wallace May- 
field (right), W. L. Mayfield Co., Aus- 
tin, are introduced to new gutter and 
downspout system, made of Fiberglas 
reinforced plastic, by manufacturer's 
representative W. H. Smith, Jr. To be 
known as Fiberglas Permadrain, the 
product is manufactured by Permanent 
Products, Inc., St. Paul, Minn., and 
nationally distributed by Owens-Corn- 
ing. It may be cut to any desired 
lengths with any saw or tin snips and 
is nailed like wood without need for 
prepunching holes. Features include: 
exceptional strength; won't rust, rot or 
corrode; light weight and no clogging. 

Market data. Fiberglas Permadrain 
gutters and downspouts are expected to 
be available nationally by mid-1959. 
The product is designed for both con- 
sumer and contractor sale. Sales aids 
include consumer advertising, samples 
and literature. Owens-Corning Fiber- 
glas Corp., Dept. AL, National Bank 
Bldg., Toledo 1, Ohio. 
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‘‘Pusher’’ Door Handle 
_ A new Activator handle for large slid- 
ing glass doors helps overcome the iner- 
tia of a closed unit, starting the heavy 
weight of the glass sliding to open posi- 


tion. The device is standard equipment 
on all of the manufacturer’s Sun Valley 
Imperial Weatherwall units. The pressure NEW TTN 5 “TAPER TOP” NURSERY HOE: First of | NEW LGS42 GARDEN SHOVEL: Standard shovel shape, 
of a hand on the handle operates a push- its type with floral-size 5%” blade. with smaller (7/4” x 10”) blade. 

er against the door frame, starting the 


door rolling. Manufacturer says the unit 
is needed for glass weight in the larger 
units which may reach 400 pounds. 

Market data. The Activator will be 
available in 60 days, through 130 dis- 
tributors and factory branches. Manu- 
facturer states it sells through lumber- 
yards to contractors. Sun Valley Indus- 
tries, Inc., Dept. AL, 8354 San Fernando 
Rd., Sun Valley, Calif. 
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Packaged Cabinet Fronts 

Paine Flush Cabinet Fronts include a 
door, ready for finishing and all hard- 
ware installed. Pin hinges attach the 
door to a face frame. Manufacturer says 
the assembly is designed to put the lum- 
ber dealer into the cabinet business in a 
big way, using materials he has in stock 
for cabinet shelves and side standards. 
Each cabinet front assembly is packed in 


its own carton; 25 stock sizes are avail- 
able in birch, oak, white maple and 
lauan, as well as other woods on special 

ee » . P ayee ‘ NEW GTR248 GREEN THUMB SHOVEL: A full-size #2 NEW USGTS GRASS TRIMMER: Rounded heel, wider 
rae a and catches are shovel branded and styled for gardeners. blade, ash handle that gives comfortable grip 
ac -insté ; 
_ The fronts stack horizontally and ver- 
tically. They are nailed to the shelving, 


Ge Gainer ec Ge satie Tin treme YOU GET THE NEWEST AND BEST 
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Easiest to Use...... WHEN YOU ORDER Gy Thumb 


Fold out the new inquiry card on the 
back cover. . . then go through the All brands of garden tools are not alike. Green 
ads and new items. . no turning back Thumb stands out with 1: The most popular name 
repeatedly to find the card. . it’s always in gardening; 2: Fresher, cleaner color-styling (nat- 
before you. ural finished handles, garden-green and gold trim); 
3: Progressive ideas and improvements in tools and 
tool merchandising; 4: Consumer acceptance from 
years of advertising to millions of gardened homes. 


SELL MORE, THIS GREEN THUMB WAY. Thousands 

of dealers testify that the Green Thumb Island 

HERE'S Merchandiser is the most effective means they have 

WHERE T ever used to increase customer self-service, impulse 

BuSINESS THERE'S buying and the purchase of top quality tools. Magic 

of the Green Thumb name helps sell surrounding 

A BUSINESSPAPER garden items, too. Complete Island, with best-selling 

tool selection as shown, is one of the most profitable 

buys you ever made. Order from your Green Thumb 
wholesaler. Quick delivery, as wanted, 


THE UNION FORK & HOE COMPANY 
Columbus 15, Ohio 
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NEW PRODUCTS 
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is ¥%” larger than the door on two sides 
to give automatic margin between units. 

Market data. Manufacturer says the 
units will be available in 60 days. They 
will be distributed through 150 Rezo 
door jobbers from coast to coast. An 
item designed for both contractor and 
do-it-yourself sale, a plan of cooperative 
advertising allowances is said to be avail- 
able. Paine Lumber Co., Ltd., Dept. AL, 
Oshkosh, Wis. 


Circle No. 217 on Handy Cover Card 





Powerful 71/7." Saw 


Said to be the most powerful 71% 
electric saw ever built, the new Work. 
horse Construction Saw Model 533 is 
powered with a high-torque worm gear 
drive. It is said to have enough power so 


rip guide, wrench and operating manual. 
New weight is 17% pounds. Price is 
$120. In a heavy-gauge steel carrying 
case, the price is $135. 

Market data. The saw will be available 
in 45 days. The above prices are fair 
traded. Dealer is allowed 30% discount 
off list. Cooperative advertising allow- 
ance plan is available. Porter-Cable Ma- 
chine Co., Dept. AL, 700 Marcellus St., 
Syracuse 4, N. Y. 
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Adds Color to Roof Shingles 


The first aluminum roof shingles in 
a selection of permanent colors were 
introduced to builders at the NAHB 
Show by Reynolds Metals Co. The 
Lifetime Aluminum Shingles are now 
offered in six baked enamel colors— 
polar white, beige, slate gray, mist green, 
robin’s egg blue and sienna red. Other 
colors will be available in the near future, 
maker says. The shingles are woodgrain 
embossed and have a patented four-way 
interlocking feature which will withstand 
hurricane winds, it is claimed. Reynolds 





Dust-Less Finishing Sander 
Contractor Bruce Glasgow, Boyd & 


Rummelhart, Iowa City, lowa, admires 
new B&D Dust-Less Finishing Sander 
introduced at the NAHB Show by the 
manufacturer’s sales promotion manager 
Max L. Palmer (left). 

Designed for quick attachment to any 
vacuum cleaner, the unit gives the 
cleanest sanding jobs possible. Dust is 
instantly removed from the work sur- 
face to provide more healthful working 
conditions and keep the abrasive paper 
sharp for more efficient sanding. The 
sander operates on an_ orbital-action 
principle, powered by a B&D-built sander 
motor to deliver 4,300 orbits per minute, 
producing a satin-smooth finish upon 
any surface. Standard equipment in- 
cludes five-foot flexible hose with uni- 
versal fitting for vacuum cleaners, 
instant-release switch with locking pin 
and three sheets of assorted-grit abrasive 


paper. 

Market data. Suggested retail price of 
the sander is $45.95; retail markup on 
cost is about 30%. Available now 
through distributors, it is packaged in 
an attractive, display-type carton. Liter- 
ature, catalog pages, streamers and ad 
mats are among the sales aids offered. 
Limited cooperative allowances are also 
available to dealers. The Black & Decker 


Mfg. Co., Dept. AL, Towson 4, Md. 


Metals Co, Dept. AL, Richmond 18, Va. 
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stalling. isniched with the machine is a 
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Idaho Farmer 
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Permanently Painted Storms 


Perm-Enamel roll-formed tubular alu- 
minum combination storm windows and 
doors have a white baked-enamel finish, 
which manufacturer claims will not chip, 
peel or crack. The finish is said to be 
100% vinyl paint. The line is available 
assembled or KD, or in lineal stock for 
jobber fabrication. The roll-formed tu- 
bular construction is said to give great 
torsional (twisting) rigidity. In the illus- 
tration above, dealer Merritt Ludwig, 
Merritt Lumber Yards, Inc., and builder 
M. A. Securda, both of Reading, Penna., 
inspect these products at the NAHB 
show. 

Market data. Retail markup on jobber 
price is reported to be 50%. The line is 
available from fabricating jobbers now. 
Each unit is packed in a carton. A min- 
imum suggested retail inventory is six 
each of the two most popular sizes in a 
local market, probably 2-8x6-8 and 3- 
0x6-8. The Security Companies, Dept. 
AL, 20096 James Couzens Highway, 
Detroit 35, Mich. 
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Three-Dimensional Viewing 


Dealers seeking an attention-getter for 
major direct mail promotions are being 
offered inexpensive three-dimensional 
viewers, which contain color transparen- 
cies they can make with their own 
Stereo-Realist cameras. The dealer takes 
his own photograph, sends it to the man- 
ufacturer together with two-color art 
for the mailer. Manufacturer duplicates 
the stereo photograph, prints the card- 
board viewer, inserts the duplicate trans- 
parencies and returns the lot to the deal- 
er for addressing. Prices are reasonable 
for quantities of 2,000 or more. Realist, 
Inc., Industrial Division, Dept. AL, 2051 
N. 19th St., Milwaukee 5, Wis. 
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Fastest Dealer Service 


Special arrangements will speed your 
inquiry to the manufacturers. See the 
back cover for the first really conven- 
ient card for one-stop shopping. 





Aluminum-leg Tripod 


The new David White Wide Frame 
Tripod is made of aluminum high ten- 
sile tubing in both stiff leg and extension 
leg types. The legs are white baked 
enamel, with red cross-pieces, giving high 
visibility. Manufacturer claims the tri- 
pod has no torque movement to throw 
off the transit readings. 

Market data. Suggested retail price of 
the stiff-leg tripod is $35. It is available 
now through 800 surveying instrument 
distributors. Each tripod is packed in a 
carton. 

Manufacturer is offering a display 
stand for the dealer’s store, according to 
Ray Krawczyk, instrument sales man- 
ager. The display will hold two or four 
instruments plus sample tripod and rod. 
Suggested minimum investment for in- 
ventory is $500. The item is designed for 
contractor sale. David White Instrument 
Co., Dept. AL, 2051 N. 19th, Milwau- 
kee 5, Wis. 
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“LUMBERKING” 











SENSE MAKES CENTS, CENTS MAKE DOLLARS 
AND DOLLARS ARE WHAT YOU SAVE WITH 
TRUCKS DESIGNED EXCLUSIVELY FOR YOU. 


peaetrins Secures UMEST Fppaci> 








“It’s been smolderin’ ever since we started 
suggesting ‘ScorcH’ Brand Masking Tape 
with every paint sale!” 






Write for in- 
formation on 
why you should 
have these 
trucks. 







DEKALB 


COMMERCIAL BODY CORPORATION 
233 W. GARDEN ST., DEKALB, ILL. 
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new SALES AIDS 





For Details See New Inquiry Card on Back Cover 





Joint Finishing Knife Display 


An effective point-of-sale display is 
supplied free of charge with an order 
for 20 of the maker’s Joint Finishing 
Knives. Each knife is mounted on a 
smartly styled card that tells the story 
of proper Perf-A-Tape Joint System ap- 
plication. U. S. Gypsum Co., Dept. AL, 
300 W. Adams, Chicago, IIl. 
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Sells Precut Screening 


A new corrugated display-shipper is 
rapidly winning customers for E-Z Pre- 
cut Screening. Produced by Hinde & 
Dauch, Baltimore, the die-cut shipper 
converts in a matter of seconds to an 
attractive floor display. The display holds 
one row each of three different widths of 
screen, which results in a three-tier effect 
so that sizes printed on the screen 
wrappers are plainly visible. Each pack- 
age of screening contains complete in- 
structions for making wood and metal 
frame screens. Available in both alumi- 
num and galvanized steel. Shipping 
weights of the screens range up to 50 
pounds. Durall Products Co., Dept. AL, 
York, Penna. 
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Promotes Home Modernization 


A full-color, sound-slide film entitled 
“The Bonanza Next Door” tells the 
story of a dealer who almost loses a 
$2,500 modernization job that his next 
door neighbor is contemplating. Accord- 
ing to the Insulating Siding Association, 
which offers the film free of charge to 
dealers, one out of five homes needs a 
roof, one out of six needs new siding. 
An estimated 10 million homes need 
some type of major improvement, yet 
only a small fraction of them have been 
approached by building material sales- 
men, it is said. For a copy of the film, 
write to Insulating Siding Assn., Dept. 
AL, Box 103, Glenview, Ill. 
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Chain Saw Rack 


A new four-in-one permanent display 
rack gives the dealer a chance to place 
Remington’s newly-introduced chain saw 
models where they can be seen and 
handled. Called the R-400, the rack is 
58” high, 41” wide and 24’ deep with a 
bottom shelf area of 5% square feet. 
It has a colorful header sign, all-steel 
construction, bolted members and plated 
guides on leg sections. In addition to 
accessories and literature, it holds four 
chain saws. Remington Arms Co., Inc., 
Dept. AL, Bridgeport 2, Conn. 
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Wood Screw Actual Size Chart 


A new Wood Screw Actual Size Chart 
is especially designed for the dealer with 
a customer who wants a wood screw 
“just about this size.” The chart illus- 
trates the actual size of wood screws in 
lengths from 3/16” to 6” and in dia- 
meters from No. 0 to No. 24. Also 
illustrated are driver types and head 
styles with materials and finishes listed. 
The chart is an invaluable aid in helping 
a customer who doesn’t have a definite 
size in mind to make his selection. 
Southern Screw Co., Dept. AL, P. O. 
Box 1360, Statesville, N.C. 
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—Special Offers — 





Paint Roller-and-Pan Set 


Homemakers looking for a low-cost 
roller-and-pan set will find a satisfactory 
combination of painting tools in Wooster’s 
new decorator kit ready for spring pro- 
motion. Kit includes heavy-duty pan 
with ladder-lock legs, a sturdy roller 
frame with removable end caps and 
two TiZ disposable covers (one for walls 
and one for ceiling). Toss-away-type cov- 
ers eliminate the chore of cover-clean-up 
after a painting job. Customer saves 20¢ 
on this limited time offer. The roller- 
and-pan set is available to dealers 
through Wooster distributors. The Woos- 
ter Brush Co., Dept. AL, Wooster, Ohio. 
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Four Tools at Special Prices 


Four of its best-selling tools are of- 
fered by True Temper at special prices 
for spring promotion. The manufactur- 
er’s 22-tooth heavy-duty pull-type lawn 
rake (No. SL22), specially priced to re- 
tail for $2.89, regularly sells for $3.70. 
Chrome-plated spring braces teeth to 
rake heavy litter better. 

Regularly selling for $4.95, No. TD 
dynamic hedge shear is offered at a spe- 
cial price of $3.95. It has 8'2” forged 
steel tempered blades; lower blade is ser- 
rated with limb notch. The No. B16 
jet rocket nail hammer, which is spe- 
cially priced to sell at $3.39, regularly 
sells for $4.25. Specially priced to sell at 
$4.49, No. BBAX jet rocket belt axe 
regularly sells for $5.95. It is individu- 
ally gift-boxed with sheath. 

Tools are available through True Tem- 
per wholesalers. Special prices will be 
withdrawn on May 2, 1959. True Tem- 
per Corp., Dept. AL, 1623 Euclid Ave., 
Cleveland 15, Ohio. 
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Launches Shopcoat Promotion 


Cummins Power Tools is launching 
its 1959 selling season with a popular 
Shopcoat Merchandising Program. With 
the purchase of four of its power tools, 
Cummins is offering, without charge, a 
durable Shopcoat for waiting on custom- 
ers. Belted for added safety when operat- 
ing tools, the Cummins coat is washable 
and guaranteed to give years of service. 
It may be ordered in four sizes—small, 
medium, large or extra large. The special 
Cummins Shopcoat offer ends Feb. 28. 
Cummins Power Tools, Div. of John 
Oster Mfg. Co., Dept. AL, 5055 No. 
Lydell, Milwaukee, Wis. 
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New Equipment 





One-Stop Shopping in a Hurry—See Card on the Back Cover 


° 
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Low-Cost Label Pricer 


Called Stamp-It, a new inexpensive 
label price-marking machine is said to be 
foolproof and easy to operate. The 
Stamp-It feeds labels automatically 
under a rugged self-inking printing head, 
which then imprints price in clear, large, 
legible type on each label. When com- 
bined with the manufacturer’s pressure- 
sensitive, Zip-Strip fast-peeling labels that 
require no moistening, the Stamp-It 
makes it easy to price mark any item 
from apples to zithers, it is said. A. Kim- 
ball Co., Dept. AL-ST, Rewe St., Brook- 
lyn 11, N. Y. 
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Outdoor Sign Letters 


New outdoor sign letters with a high- 
lustre surface, which stays bright in- 
definitely, are announced by Plasticles 
Corp., producer of acrylic plastic sign 
letters and components. The new letters 
have seven times the impact strength of 
plate glass and will not fade, chip or 
crack in use, it is said. Standard block 
letters range from 1%” to 36” high; 
large-size script letters are also available. 
Letters come in white, black and metallic 
shades and in a wide variety of colors. 
Special screw anchors adjust to any 
irregularity in the building wall, insuring 
perfect optical alignment of letters as 
installed. Plasticles Corp., Dept. AL, 


14590 Schaefer Road, Detroit 27. 
Circle No. 249 on Handy Cover Card 








A new, improved model of the Lantz 
Hi-Hoist eliminates extra man for over- 
head installation of plaster board. The 
Hi-Hoist lifts and holds a 4’ x 14’ sheet 
of plaster board so that just one man 
can nail it in place. Improvements in- 
clude a new, universal cradle with three 
sets of adapters that make the unit 
adaptable to almost any lifting and 
holding job. The Hi-Hoist is ruggedly 
built to lift materials weighing up to 100 
pounds. It hoists to a height of 13’. 
Constructed of heavy-weight, zinc-coated 
steel, the unit disassembles into three 
sections in less than a minute. Com- 
pletely portable, it may be carried from 
job to job in a pickup truck. It is also 
an ideal item for dealers engaged in the 
tool rental business. It retails for $129.95. 
Lantz Mfg. Co., Inc., Dept. AL, Valpa- 
raiso, Ind. 
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LAWN and GARDEN 
PRODUCTS! 
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MASS. — 10 Beharrell Street, West Concord, Mass. (EMerson 9-3350) 
ILLINOIS — 21 West Taylor Street, Chicago 5, Illinois (HArrison 7-1074) 
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TOP TEN 


TRELLISES @ ARBORS @ FENCES A gicay 


SALES-PROVEN SELECTIONS! 
























FOR DETAILS OF SPECIAL 
QUANTITY DISCOUNTS ON 
AMERICA'S MOST POPULAR 


WOODWORKING 
COMPANY 

















LINSEED OIL 
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4. 
sign of a GOOD ADVERTISER 






PRODUCTS CORP. 


Liquid Kaw-Nide 


BEHR PROCESS 


FOR REDWOOD 





Our dealers know that Liquid Raw-Hide 
products are backed up with a consistent 
advertising campaign in such national 
é magazines as House 
& Beautiful, House & Gardens, 
Living for Young Home- 

makers, Sunset, etc. This ambitious 
program reaches millions of 
potential users and when coupled 
with local display campaigns 

gives our sales story that added 
boost essential for fast turnover. 

If you are interested in this type 

of dealer cooperation and in 
handling America’s +1 line of 
REDWOOD Finishes, stock Liquid 
Raw-Hide. For complete information and 
name of your nearest jobber, write or phone: 





1603 TALBERT AVE., SANTA ANA 8, CALIF. 
Phone: Kimberly 5-7101 
Manutacturers of the original resin-free 


Liquid Raw-Hide finishes for REDWOOD, et 
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New Literature 


Time-Saving Card——See Back Cover 


The 1959 edition of “Where to Buy” lists approximately 
250 mills in the Douglas fir region manufacturing Douglas 
fir, West Coast hemlock, Western red cedar, Sitka spruce and 
white fir. The 48-page directory provides detailed infor- 
mation on each mill, fabricating and treating plant. Included 
in the publication are 44 new WCLA members, who have 
joined the association in the past 12 months. Free copies 
may be obtained by writing to the West Coast Lumbermen’s 
Association, Dept. AL, 1410 S. W. Morrison St., Portland 5, 
Ore. 





Circle No. 251 on Handy Cover Card 


A new American Lock 16-page catalog includes a price 
list and fully describes the complete line of the Junkunc 
Bros.-American Lock Co. All locks are shown full size; 
keyed alike padlock numbers are also included. For a copy, 
write Junkunc Bros.-American Lock Co., Dept. AL, 1145 
W. Garfield Blvd., Chicago 21. 

Circle No. 252 on Handy Cover Card 


Straddle Carrier. A four-page brochure describes the new 
Hyster M300E straddle truck carrier. Advance design fea- 
tures described in the brochure include greater power, bet- 
ter maneuverability, smoother ride and improved opera- 
tor comfort. A copy of the brochure and specifications on 
the 30,000-pound capacity carrier may be obtained by writ- 
ing to Hyster Co., Dept. AL, 1003 Myers St., Danville, Il. 
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Ornamental Iron. A combination sales and planning chart 
offered free to dealers is designed to help customers to plan, 
buy and install their own Easyfit ornamental iron jobs. The 
two-sided sheet has selling copy on one side with easy-to- 
use instructions and an order form on the other side. The 
chart fits into a special “take one” rack mounted on the 
Easyfit floor type merchandiser. Ajust-A-Rail Co., Dept. AL, 
Lodi, Ohio. 
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Aluminum Windows. A new, 40-page catalog lists speci- 
fications and features and shows sectional details and stand- 
ard and modular sizes for more than 20 types of windows 
in the Ualco complete line for 1959. Also included in the 
three-color catalog are photographs of several buildings in 
which Ualco windows and aluminum curtain wall have been 
installed. Copies are available free on request from Southern 
Sash Sales & Supply Co., Dept. AL, Sheffield, Ala. 
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Grinders and Accessories. A new 12-page catalog on the 
Hi-Torque Handee and Hi- Paton grinders and accessories 
offers complete information on the Handee and its many 
uses, operation instructions and suggested applications. The 
liberally illustrated catalog also shows mounted wheels, 
saws, brushes, cutters, drum sanders and bands which are 
available for use with the Handee. Chicago Wheel & Mfg. 


Co., Dept. AL, 1101 W. Monroe St., Chicago, IIl. 
Circle No. 256 on Handy Cover Card 
Varnishes. A new booklet on modern day varnishes is 


the fifth in a series comprising Bruning Brothers “Little Li- 
brary.” Drying time, time before rubbing, “dry-to-touch” 
and other factors are fully covered. Among a number of 
new finishes described is Bruning’s Sixty Varnish, so called 
because it dries, ready for service, in 60 minutes. The book- 
let is available free of charge. Bruning Brothers, Inc., Dept. 
AL, 4209 E. Chase St., Baltimore 5, Md. 
Circle No. 257 on Handy Cover Card 


Ceramic Tile. A new catalog fully describes the maker’s 
complete line of Stylon ceramic wall and floor tiles available 
in a variety of colors, designs, shapes and textures. Included 
are photographs showing new and interesting floor and wall 
tile designs along with numerous suggestions for the extended 
use of the tile. All Stylon floor tile is available both in con- 
ventional paper-faced sheets and with new Sure-Set backing, 
a perforated polyethylene sheeting that allows patterns to 
be set face up. Stylon Corp., Dept. AL, Box 341, Milford, 
Mass. 
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Ww. C. D. 


Above is average of timber being cut today on our second 
cycle cutting on 200 Thousand Acres of timberland. Annual 
cut 22 Million feet for past half century under exacting 
Forest Management Plan without depletion. 


HARDWOODS — WHITE PINE —— HEMLOCK 
DEFEND YOUR TRADE WITH 


MENOMINEE INDIAN MILLS 
Neopit, Wisconsin 





Air-dried 


QUALITY LUMBER 


Kiln-dried 
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REDUCE delivery costs. 


UNLOAD a LOAD or HALF LOAD at a time 
with an 

R-B ROLL-OFF 
truck body 






Complete bodies shipped KD. Easily installed. 
Write, wire or phone for catalog and prices. 


The R-B Co. 


1921 Guinotte, Kansas City 20, Mo. 
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=NOW AVAILABLE TO= 
= LUMBER DEALERS © 


a 34 page booklet especially prepared 
to guide lumbermen in buying 


correct insurance protection. 
oe to Business Extension department for your copy: 













Aw => 
Su neat Division of KEMPER Insurance _—— 
CHICAGO 40, = = 
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American Lumberman Classified Advertising 








| HELP WANTED 








SITUATIONS WANTED | 





Wonderful opportunity for good salesman to 
sell builders’ hardware and specialties to 
lumber yards in established territo for 
largest distributor on the East Coast. Gener- 
ous draw against commission. Yearly earn- 
ings excellent. Reply Box No. F-42 Ameri- 
can Lumberman, Inc. 


FHA TITLE II MAN 
Florida firm wishes to employ man experi- 
enced in making applications for and pro- 
cessing FHA Title II loans, and VA Loans, 
and handle Construction Loans. Send refer- 
ences. Address Box F-43 American Lumber- 
man, Inc. 








3 openings in rapidly expanding lumber, 
plywood, moulding, etc. sales organization 
in Michigan, Ind ana and Ohio. ive ex- 
perience, age and territores covered. Ad- 
dress Box F-49 American Lumberman, Inc. 


WANTED: Top Flight Sales Manager—three 
Pacific Coast Retail Lumber Yards—Must 
have experience, ability and integrity. Ad- 
dress Box G-20 American Lumberman, Inc. 


SALES MANAGER 
Experienced salesman and manager, tele- 
phone sales, handle and coordinaee field 
salesmen, sales service and promotion. Ex- 
cellent opportunity as right-hand man to 
President of small, growing manufacurer of 
building products in N. Y. area. Write fully 
stating education, experience, references 
and salary dsired. BOX 939 1501 BROAD- 
WAY, N.Y. 36, N. Y. 











PRODUCTION FOREMAN 
Experienced foreman and manager for 40- 
man wood products plant. Experienced in 
a volume production, modern woodwork 

ooling, adhesives. Cost and quality con- 
scious. Graduate industrial or mechanical 
engineer eo Excellent opportunity 
with small, growing manufacturer in New 
York area. State education, experience, sala- 
4 Se 5 eo BOX 940 1501 BROADWAY, 





HARDWARE MAN WANTED 
Excellent opportunity with established pro- 
gressive Tucson, Arizona lumberyard.. Kee- 
uisites are experience in contract hardware, 
tracts, estimating, and purchasing. This is a 
key position and applicant shoul have good 
sales record and ae Compensation 
open. Send comple information. Lumber 

istributors, Inc., 970 South Cherry Ave. 
Tucson, Arizona, or telephone I. Manspeaker, 
Main 44451. 





Building material merchandising, 20 years 
experience. Line yard general office, pur- 
chasing, advertising, yard management, 
sales, FHA, construction. Good references. 
Relocate. Write Box G-24 American Lum- 
berman, Inc. 





Bookkeeper 
Familiar with lumber terms. Like distribu- 
tion yard, will consider wholesale, some 
manufacturing or perhaps other. Been self 
= for some time. Middle age. Ad- 
dress Box G-25 American Lumberman, Inc. 





Detailer-Biller, Architectural and custom 
millwork. Experienced in mill operations. 
References Al. Available February Ist. 
G. Reindl, 705 No. 13th, Leavenworth, Kan- 
sas 





Lumberman with 14 years experienc? in re- 
tail yard wishes to relocate. Preferably mid- 
west. Thoroughly versed in all phases retail 
operation. Presently employed as top sales- 
man of yard doing million dollar volume. 
Age 36. snpeity married. Prefer large or- 
ganization offering benefits. Best of refer- 
ences. Address Box G-26 American Lumber- 
man, Inc. 





Situation Required 

Ten years experience with British Timber 
Companies in the tropics as Area Manager 
on timber extraction, road and rail con- 
struction, handling of survey, accounts, 
transport and maintenance, requires post 
with reputable American Company. Address 
Box G-27 American Lumberman, Inc. 





SALES REPRESENTATIVE 
WANTED 











Wanted—Manufacturers Representa- 
tive to sell complete line of tub 
closures, patio sliding doors, jalousies, 
aluminum 


awning windows and 


screen doors. State Area in which 
you sell when writing for details. 
General Window Corporation, 275 
East 10th Avenue, Hialeah, Florida, 


Dept. A 





Wanted, by well established wholesaler with 
the best of mill connections, a lumber sales- 
man for Michigan territory. Reply giving full 
information. ddress Box G-21 American 
Lumberman, Inc. 





A small line ‘ap Company is interested in 
pig a fully — Retail Lumberman, 

e from 35 to for position as General 

anager. Salary RL adequate with bonus 
possibilities. Must be fully qualified for 
such a position. Partners want to semi-re- 
tire. Volume 1958 ee $2,000,- 
000.00. Yards located in Colorado close to 
Denver. Answer with full details to Box 
G-22 American Lumberman, Inc. 





WANTED: Experienced lumber and home 
salesman-estimator to take charge of ex- 
pancins package new home and moderniz- 
ing department. Only the highest type, am- 
ious man will be employed. Write Broad- 
an Lumber and Supply Company, 120 E. 
Eleventh Ave., Gary, Indiana 





WANTED: Assistant Manager experienced 
in package ersonat retail lumber yard. State 
complete personal qualifications and experi- 
ence in first letter. Fine opportunity for 
ambitious man. Our employees know of this 
ad. Write Broadway Lumber and Supply 
Company, 120 E. Eleventh Ave., Gary, Indi- 
ana. 





Nationally known door lock manufacturer 
selling to lumber, building material and 
hardware trade has openings for established 
commission sales representatives in choice 
protected territories. Address Box F-47 
American Lumberman, Inc. 





SALES REPRESENTATIVES WANTED 


WANTED—Manufacturers Representative to 
sell TWO WAY locks, the perfect mechani- 
cal replacement for broken window cords, 
and real protection against burglars entering 
through windows. 


Popularly priced, established discounts and 
commissions TWO WA locks will be a 
profitable item for you. 


See page 44 American Lumberman issue of 
December 22nd. 


TWO WAY LOCK CO., 220 Insurance Ex- 
change Bldg., Des Moines, Iowa 





Manufacturers Representatives wanted—All 
territories—to sell imported wood louvered 
and Shoji shutters—Philippine mahogany 
folding doors and Shoji floor screens to retail 
lumber yards. Write for 4 particulars also 
advising lines now Me ml ho 

Jencraft Manufac uring Company 

1 Market Street 

East Paterson, New Jersey 





Building material salesman, County Seat 
— Central Iowa, independent yard. Call- 

ing on contractors and farmers, package 

ales. Salary plus commissions. Top earnings 
wih fast growing business. State age and 
experience first letter. Advancement for 
manager of small yard. Address Box G-23 
American Lumberman, Inc. 


February 2, 


Midwest lumber wholesaler wants sales rep- 
resentatives for Illinois, Indiana, Michigan 
and Wisconsin territories. Prefer men with 
experience and following. Carloads. Truck- 
loads and carloads from our warehouse 
moe A Wholesale Lumber and Plywood 

11635 W. Grand Ave., Melrose Park, 
fit hone TE 4-8100 
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SALES REPRESENTATIVE 
WANTED 





WANTED—Manufacturer Representa- 
tive—to sell complete line of orna- 
mental iron and aluminum railing and 
columns. A Do-It-Yourself item—a 
volume product with fast turn-over. 
Liberal Commission. State area in 
which you sell when writing for de- 
tails. Elite Fabricators, Bel Air, Mary- 


land. 





“WANTED” 
Brokers for Fir and Hemlock mouldings. 
Will run all patterns. 
Jasper Lumber Company 
ph. srry Gregon Box 137 
Ri 6-1 Jasper, Oregon 





BUSINESS OPPORTUNITY 








Retail lumber company now doing over 
$2,000,000.00 business per year needs addi- 
tional capital and aggressive management to 
expand and be able to take advantage of 
opportunities available to it in central Cali- 
fornia area of dynamic grow 


Will consider merger, or sale of all or part 
to buyers who qualify with substantial capi- 
tal resources. 


a Box F-48 American Lumberman, 
ne. 





NOW'S TIME for profitable Weatherstrip- 
we Write E-Z-ON-52, 1009 Harvard Terr. 
vanston, Ill. 





ATTENTION, NORTH CAROLINIANS! 
Selected franchises for LOWE’s ASSOCI- 
ATE STORES are now available. (See 
March 17, 1958, American Lumberman.) You 
can make more profit selling lumber, build- 
ing supplies, plumbing and heating supplies, 
appliances, etc., under LOWE'S progressive 
ASSOCIATE STORE program. Capital of 
30,000 required. Contact R. L. Strickland, 
LOWE’S Central Office, North Wilkesboro, 
North Carolina. 








BUSINESS FOR SALE 











For Sale—Central Wisconsin lumber yard for 
sale, or rent w/lease. Inventory available on 
consignment with small down payment. To- 
tal down payment required for inventory, 
trucks, equipment, $5,000. Would make a 
good set-up for wholesaler, and may fit 
needs of other businesses. Write Box G-28 
American Lumberman, Inc. 





For Sale—Retail lumber, building supply. 
concrete block plant, and ready mix con- 
crete business with annual sales over $400,- 
000. Everything located on one site near 
center of Western Penna. town. Plus two 
rail sidings, B&O and P.R.R. Reason for sell- 
ing—owners wish to retire. Address Box 
G-29 American Lumberman, Inc. 





MACHINERY FOR SALE 





6”x10” No. 110 Hall & Brown planer and 
matcher with single profile. Good condition 


$1500.00 
Castleberry Lumber Co. 
Box C 1—Benbrook, Texas—Ph 8-6592 
Ft. Worth, Texas 
(continued on next page) 
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MISCELLANEOUS FOR SALE 





CARPENTERS APRONS 
Write for prices and information. 


THE MINNESOTA SPECIALTY CO. 
Minneapolis, Minn. 





RAILS WANTED 











RAILS. New and Relaying, Bought and Sold. 
1000 Good Serviceable Kiln Trucks in stock. 


M. K. FRANK 
480 Lexington Ave., New York 17, N. Y. 
105 Lake Street, Reno, Nevada 





ADVERTISERS’ INDEX 





Acme Quality Paints, Inc. 
Appalachian Hardwoods 


Barclite Corp. of America 
Bruce Co., E. L 


Cherry River Boom & Lbr. Co. 
Chevrolet Div. of General Motors 
Concord Woodworking Co. 


DeKalb Commercial Body Corp. 
Deshler Products Co. 
Dodge Div. of Chrysler Corp 


Early American Fence Co. 
Ford Div. of Ford Motor Co 


Georgia-Pacific 
Gering Products, Inc 
Gilbert & Bennett Mfg. Co. 


Hamer Lbr. Sales, Inc 


Inland Steel Products Co. 
International Harvester Co 
Irvington Machine Works 
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Libbey- AREA Glass Co. 
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Lumbermens Mutual Casualty Co., The .. 


Martin-Senour Co., The 
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National Gypsum Co. 8 
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New York Wire Cloth Co 


Pittsburgh Plate Glass Co. 
Pratt & Lambert, Inc. 


Sherwin-Williams Co., 
Silerest Co., The 

Simpson Logging Co. 
Simpson Redwood Co. 
Sterling Corp., John 
Structural Slate Co. 
Symons Clamp & Mfg. Co. 


Tarter, Webster & Johnson, Inc. .. 
Tennessee Stove Works 
Trinity White Cement 


Union Fork & Hoe Co., The 


Walker & Son, Inc., T. V. 
West Brothers 
Western Pine Assn. 

Wood Conversion Co. 
Wood-Mosaic Corp 
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Flood of Plywood, Lumber Orders 
Perk Up West Coast Mill Activity 


Even the experts can’t explain the 
flood of orders that began hitting west 
coast plywood and lumber mills on 
Friday, January 9. 

KD fir orders piled up. There was a 
lot of activity in green fir dimension, 
including studs. The same was true on 
ponderosa pine. 

Strongest plywood item was un- 
sanded sheathing, with prices $95-$98 
and pushing upward. Sanded fir ply- 
wood was strong and steady with a $76 
base. 

“This year the mills have been play- 
ing very good poker,” commented 
George Tessaro of Biddle Purchasing 
Company’s Seattle office. “They’ve con- 
vinced the trade prices are on the 
move.” 

A number of factors appear to help 
give this impression: some of the major 
plywood mills announced sizable pro- 
duction cutbacks in December; a larger 
number of mills than usual closed down 
over the Christmas holiday period; there 
has been switching from species to 
species by the mills, creating shortages 
in various key items; elimination of 
plywood production statistics has al- 
most eliminated price shopping at the 
mill level. 

Big price rise? “Activity has been 
very good,” Biddle’s Tessaro said, “but 
all the plywood and lumber being 
bought now is not being used as fast 
as it is ordered.” 

“Now isn’t the right time of year for 
a big price boost,” added another west 
coast plywood man- 

Other close market observers said 
they didn’t expect to see prices advance 
much above their present level, not for 
a while, at least. 


But the situation was unsettling to 
many. 

“I wish I knew what is happening,” 
one midwest buyer told American 
Lumberman. “For weeks I’ve been 
buying for shipment 10 days hence. 
Then, all of a sudden—boom—the 
earliest shipping dates I can get are 
three and one-half weeks!” 

Another wholesaler said, “Sure, the 
price has firmed up, but we expect the 
present fir plywood price level will 
last through February and into March 
before it goes higher, perhaps to $80. 
If the price goes over $80, they’re 
crazy.” 

Unsteady prices. Wholesaler con- 
sensus is that the mills would rather 
see price levels stay where they are 
than see them swoop wildly up and 
down. 

“If this happens, then wholesalers 
would maintain larger stocks,” said 
V. Ruddell of Chicago’s American 
Wholesalers. ‘I expect the industry will 
be more successful this time in keeping 
prices and production in step. If prices 
get too high, the mills have to carry 
bigger stocks for buyers won’t gamble 
on them. 

“We feel the larger number of ply- 
wood mills today lends some stability to 
the market, too. With so many more 
mills to buy from, retailers’ inventories 
of plywood are down 25%-50% from 
where they were five years ago. 

“When they get big sales they know 
they can place orders with mills and 
get reasonably prompt shipment,” he 
said, “They don’t have to rush in to 
buy when the price is low, then hold 
off until the big purchase is digested.” 


Final Count: 1,130,600 Houses 
Built in '58—14% Gain from 1957 


It’s official. Those busy days during 
the late fall and early winter months of 
last year pushed residential construc- 
tion 14% over the number of units 
for 1957. 

Total housing starts in December, 
according to Government figures, came 
to 91,000. The Labor Department 
said that the drop in actual starts was 
much less than is usual for December. 

Some 26% of privately financing 
starts were financed in 1958 under 
FHA assistance. This compares to only 

17% with FHA financing the previous 
year. However, the decline of VA dur- 
ing the early part of this past year re- 
sulted in a percentage decline of total 
number of houses insured by the Gov- 
ernment—this figure fell to 65% from 
70% the previous year. 

Publicly-owned housing came _ to 
67,000 units, the largest number since 


1951. Most of the increase came under 
the Capehart program. 

A typical area report for 1958 came 
from Omaha, Nebr., where 2,540 
housing units were under construction 
last year compared to 1,646 units at the 
close of 1957. This was the best record 
since 1955. 


Built-in Range Predictions 


Sales of built-in ranges for 1959 will 
be 600,000 units and will increase to 
1,200,000 annually by 1968, accord- 
ing to Hotpoint. 

In 1959, the built-in market will be 
only 5% saturated and this will in- 
crease 17% in 1968, the manufac- 
turer’s research men believe. 

Total appliance sales in the next 10 
years should zoom 64%, they said. 
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Management Workshop-In-Print 


FROM A Fork, 








99 WAYS TO SELL AT A PROFIT AGAINST CUT-PRICE COMPETITION 








“First of a series 


Stand By Your Price and Your Price Will Stand Up For You 


Why have net profits in the retail lumber business been 
declining for five years? 

A prime cause is a quite prevalent feeling that a dealer 
must meet the lowest price quoted in his trade area— 
coupled with the fact that every cut from a proper price, 
every dollar of concession to meet competition—comes 
right out of the profit. 

Today, most dealers could invest their net worth in high 
grade bonds and net a higher percentage of profit-before- 
taxes than they are achieving after all of the headaches of 
running a business. 

Let’s put a stop loss to this greatest waste in our industry: 
the belief that the lowest price in the market is the market. 

In four out of five cases where the right price is lowered 

to meet competition, the action is unjustifiable and un- 
necessary. With competent salesmanship this business could 
be sold at a decent profit. 
_ This is demonstrated by the fact that about one dealer 
in every 10 in the industry is making 20% or more on 
his net worth. The only way he can do this is to employ 
tactics which secure for his merchandise a profitable price 
in the face of the discounters, the chiselers and the cut-price 
artists. The markup and margins of these above average 
dealers are almost always higher than industry norms. 

Further proof is in the fact that the great mail order 
houses, hardware stores, painting and decorating stores 
and department stores are also selling many building 
materials at higher prices than most dealers are getting. 

In the interests of both the money losing dealers and 
the industry as a whole, this unjustifiable and intolerable 
amount of price competition should be, can be and must 
be corrected. It will be corrected by the individual acting 
for himself. Fortunately the how-to-do-it has been re- 
searched. The results of several months of research into 
this problem will be published as a series on this page. 

Needless to say, the dealers who have learned how to 
get a profitable price, when those about them are cutting 
theirs, do not wish to have themselves or their methods 
identified in case histories. It would only subject them to 
more intensified competition. Therefore, while this research 
is based on a considerable number of case histories, no 
names will be mentioned. 

You who wish to profit by this research must accept 
the fundamental that to improve your price structure you 
must improve your approach to pricing. 

You face the problem of building confidence in your 
profitable prices in the customer’s mind. You can never 
build that buyer’s confidence unless you have confidence 
in your own prices. You must believe implicitly that your 
company is offering tremendous values for the price you 
ask. You must hold the conviction that your company has 
earned its asking prices through its capacity to serve. 

Your job is to prove that your company’s service earns 
the price it asks. You must accept the principle that 
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profitable pricing is an educational challenge, not a bidding 
contest. Your prospects must be educated as to the real 
significance of your prices. You can assume that your 
prospects are vitally interested in information pertinent to 
their purchase. So you must consider price from two 
viewpoints—that of your company and that of your custom- 
er. From your company’s viewpoint, the price is made up 
of four elements: cost of goods, cost of operating, cost 
of selling and net profit. Your profit is in your price! 

Your customer sees your price in an entirely different 
light. He is relating to price: (a) his use for the physical 
things you are selling; (b) the service that your company 
will render with the sale; (c) your personality, attitude 
and ability as a salesman; (d) the responsibility and de- 
pendability of your company; (f) your services after the 
sale, and most importantly, (g) your plus values or differ- 
ences between your company and your competitors. 

With customers looking at prices from these viewpoints, 
you can readily see that there is never an exact basis for 
price comparison between competitors. That fact alone 
should give you more confidence in your price. 

You should believe unquestionably that no one else can 
provide everything that your company is providing in 
products, service, ability and responsibility for as little as 
you are asking. You should have complete confidence that 
your price is always right whether it happens to be higher 
or lower than others. You should make certain that your 
price contains a net profit to your company and should be 
proud of the fact that you are making a profit. 

You can proceed on the assumption in buyer-seller price 
relations that while the customer wants to hang on to his 
money, he doesn’t want cheap goods or services. He wants 
good materials and service at what seems to him a low or 
reasonable price. 

He always wants what is best for him in the relationship 
between price and value. He almost never wants the lowest 
price at which he can buy materials and services because 
the cheapest materials and services would be inadequate 
to his needs. 

You can also proceed on the assumption that your 
price-cutting competitor is not only ignorant of his costs, 
but he is ignorant in the matter of salesmanship. He 
depends on price to make the sale for him and on volume 
to make him a profit. With proper competitive handling 
on your part, he is doomed to disappointment both ways. 
This series will contain 99 strategies that profit making deal- 
ers are currently using to put stamina in their prices and 
stiffen the backbone of selling personnel in the face of cut 
price competition. 





Turn the page for: 


* Lists of services for which you must be compensated. 
How to set up a profitable price structure to start with. 
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99 Ways to Sell at a Profit Against Cut-Price Competition 





(begins on preceding page) 


Set Up a Profitable Price Structure To Start With 


Rule 1. Establish an Optimum Price Policy (an optimum 
price is that price which will give you (a) a maximum net 
profit for your merchandise and services, (b) earn the 
good will of the buyer and (c) bring him back again and 
again for more). 

Rule 2. Establish compensatory pricing. Markups must 
be flexible in relation to four basic variables: (1) the 
quantity purchased (2) the services rendered (3) the clas- 
sification of customer and (4) the turnover of each sales 
item 

Where you are serving all types of building material 
trade, as many as eight price levels might be required: 

1. carloads shipped direct 

2. carloads delivered from the siding 

3. a mixture of carloads and truck loads delivered from both 

siding and inventory 

4. house bills delivered from stock as called for 

5. so called “jag lots'’—quantities between few pieces and a 

truck load 

. piece-prices for the buyer who wants a very small quantity 

. lump-sum prices for a guaranteed list of materials on an 

engineered building, sold in packaged form 

. lump-sum prices for end-use packages consisting of both m-- 

terials and labor, where you take full responsibility for the 
complete unit 

Pricing at levels, 1, 2, 3, 7 and 8 does not involve a 
price book. These levels require current executive pricing. 

Price levels, 4, 5, and 6 should be in a formal price 
book with three columns; the outer column should show 
the prices at level 6; the middle column, prices at level 5; 
and the inside column prices at level 4. Your salesmen 
will probably use the higher price if it is in the column 
closest to the edge of the page. Furthermore, your custom- 
er, if he should see the price book, will see the high-level 


Services for Which You 
Must Be Compensated 


Consumer Services 


Building information 

Survey of consumer needs and counselling 

Quantitative and qualitative classification of consumers 
needs 

Plan service 

Preliminary estimates 

Arrange mortgage or installment financing 

Counter merchandise arranged for self-selection 

Advice on contractors and/or architects 

Prepare detailed specifications 

Organize final contract, cover permits and legal angles 

Arrange sub-contracts and sub-material supply 

Assume responsibility for material quantities and qual- 
ities 

Accept responsibility for workmanship 

Collect and distribute proceeds 

Service after the sale 


price at the edge of the page. 

Rule 3. Pricing at levels 1, 2 and 3 should be done by a 
senior executive and will usually apply to sales to tract 
builders, large contractors and large industrials. Price 
levels 7 and 8 should also be executive pricing because 
package marketing costs and sales commissions must be 
added to high level material prices in making package sales. 

Rule 4, Consumer prices should invariably be established 
at a higher level than contractor prices, because the con- 
sumer always requires more services than the contractor. 
(Note Box No. I showing the 25 services rendered to 
contractors and the 15 additional services rendered to 
consumers) Each and every service should be compensated 
for in the price. The extra margin to consumers should not 
only cover the extra cost of such services but secure a net 
profit on them as well. 

Everything in the inventory that the consumer can take 
with him from the store or yard should be priced with a 
price ticket or price tags at level 6. Point with pride to 
these prices. There is no need to “quote” or bid. 

Rule 5. Try to avoid a bidding contest. Never say “give 
me a chance to quote”. Instead say, “We have just added a 
new (product or service) for our customers. If you are in 
the market for materials I’m sure you'll want to know about 
it”. 

The surest way to destroy your own confidence in your 
price is to admit to yourself that you may have to cut it. 

Remember you are not bidding but selling. You are not 
conducting an auction. If you cut a price after you have 
once quoted, you admit you were asking too much to start 
with. Your customer knows you haven't given him your 
bottom price and he resents it—To be continued in the 
February 16th issue. 


Services Rendered to Contractors 


Clearing a direct sale with no service except use of com- 
pany name (and possibly credit.) 

Direct carload shipments—credit only—no handling 

Delivery direct from siding- no warehousing 

Delivery to contractor’s truck at wholesale warehouse, 
where no service other than credit is involved. 

Delivery by wholesaler’s or manufacturer’s truck direct 
to contractor job. 

Dealer warehousing and storage of materials and supplies 

Complete stock of building materials, equipment and 
supplies 

Delivery of materials from inventory. Assisting contrac- 
tors in financing jobs during construction 

Arranging consumer sales financing for contractor 

Take off of material lists 

Preparation of estimates 

Organizing service details—billing into the shop 

Drafting, measuring, sketching, plan services 

Consumer credit investigation 

Counseling on quality, quantity and timing of consumer 
service 

Digging up prospects and sales for contractors 

Office facilities and service 

Yard and shop facilities and services 

Tool sheds, job offices and job signs 

Frequent small deliveries and job service 

Credit for returned merchandise 

Service calls on the jobs 

Help with consumer collections 

Complete material service and satisfaction. 


February 2, 1959, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 





For interesting interiors 


... suggest IDAHO WHITE PINE 


IDAHO WHITE PINE is perfect for interior 
woodwork. Its smooth texture, good looks and rugged 
dependability fit it to the needs and demands of builder, 
carpenter and property owner. Straight-grained, light- 
weight Idaho White Pine provides maximum on-the-job 
economy, too. It is easy to handle, tool, cut, glue and nail. 
And it stays in place—resists warping, splitting, swelling 
and shrinking. 

Idaho White Pine’s beauty, high insulation value and 
affinity for paints and finishes are additional consumer 
benefits. 

Its insulating properties plus sturdiness and weather 
resistance make Idaho White Pine an excellent building 
and industrial lumber. For siding, sheathing, subflooring 
and roof decking you can suggest Idaho White Pine with 
complete confidence. It is always carefully dried. 


Write for FREE illustrated book 
about Idaho White Pine to: 
WESTERN PINE ASSOCIATION, 
Dept. 709-D, Yeon Building, 


Portland 4, Oregon 


:Western Pine Association 


i member mills manufacture these woods fo high 
| standards of seasoning, grading and measurement 


h idaho White Pine - Ponderosa Pine « Sugar Pine 
| White Fir- Incense Cedar - Douglas Fir- Larch 
‘ Red Cedar-Lodgepole Pine- Engelmann Spruce 


Today’s Western Pine Tree Farming Guarantees Lumber Tomorrow 
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Busy dealers agree that decimal packaging simplifies 


. Pi stock record keeping and inventory control. Every 

nven ory iS easier. es “National of Sterling” item is packaged in units 
or multiples of ten, instead of a hard-to-figure dozen, 

\%4-dozen, %-dozen, etc. Every item is priced on 


the unit basis ...so machine figuring is a breeze! 
faster. 28 more accurate Besides, it’s easier to keep “a on vier Isn’t it 
time for YOU to join the swing to ‘National 
... WITH NATIONAL’S of Sterling?” 
NEW DECIMAL PACKAGING 
AND UNIT PRICING SYSTEM WRITE FOR FREE CATALOG TODAY 


NATIONAL MANUFACTURING CO. 


11902 First Ave., Sterling, Illinois 
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